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Bankers Now Interested in Small Business 


IHERE is more hope in the present situation for 
the small merchant, small business and small fac- 
tory. May we continue the theme song whose 
keynote was struck by James A. Farrell, president of the 
United States Steel Corporation, who said: “What this 
country needs is more small businesses. Let's encourage 
them.” 

Mr. Farrell 


much time on ‘big propositions. 


also said: “Banking minds spend too 


*” The small manu fac- 
turer has been forced to stand with his hat in his hand, 
and has not been given the encouragement of small and 
necessary loans needed in his Business. Here is “a mes- 
sage to proprietors of small businesses,” and that exact 
heading was used in an advertisement by a great bank- 
ing institution, under an illustration which showed a 
section of stores along Main Street. 

This advertisement, occupying a third of a newspaper 
page, also said: “In our 146 years of existence we have 
welcomed the banking accounts of thousands of sinall 
businesses. Many of these small accounts are now among 
the leaders in New England business. 

“Today this bank has more to offer to the small busi- 
ness man than ever before; twenty-two offices, a larger 
number of experienced executives, and a broader credit 
service. Visit our head office or our nearest branch 
office. We are confident that we can show you a varicty 
of ways in which the services of this institution can aid 
the stability and progress of your business.” 


| goal that encouraging news to the business man who 
operates a small business, and it is right in line with 
the best economic thinking of the day? Great banking 
institutions have found that big propositions carry with 
them the possibility of big losses. Banks are asking them- 
selves, “Are the chains going through the same curb of 
growth as that of mail order houses and department 
stores, and have their remarkable rates of increase begun 
to slow down?” 

Banks have now found out that it is good business for 
them to encourage small businesses, just as property 
owners on Main Street have found out that store rentals 


must be encouraged with small businesses, if such prop- 
erty is to continue on a profitable basis. 

Selling money is a fine art these days. Banks are in 
business to sell money. It is for you to learn how to buy 
wisely and well. Bankers are more receptive to retail 
store transactions than ever before. They have learned 
that retailing is one of the great businesses for invest- 
ment, and that capital must turn to individual enterprises 
if it is to work and receive pay therefrom. The eyes of 
the banking world has suddenly seen that right here at 
The 


local bank, with its knowledge of the merchant, certainly 


its door was the greatest investment possibility. 


is in better touch with the safety of investment than is 
the huge venturer a thousand miles away. 


« HAT is your basis for making loans to retail 

shoe merchants ?”’ asked a RECORDER representa- 

tive of a banker. 

“Character is the basis on which we make all our 

loans,” replied the banker. “If a man has a good char- 

acter we will lend him money according to his statement, 
and the general circumstances of business. 

“Tf a man has a bad record he cannot borrow money 
of us, not even if his statement looks as strong as the 
Ten Commandments. 

“We accept a shoe merchant's statement of his stock 
as correct. Men are usually as honest with their bankers 
as they are with their doctors or lawyers. 

“We positively will not loan for speculation. We con- 
sider a speculator a bad risk. 

“Usually a man starts with us by asking for a small 
loan. We look up his character and his record first. 
Then we consider his stock, his store and the chances 
of making money. If we are satisfied, we make a small 
loan. As his business prospers, we make larger loans to 
him, and we grow to be partners in business.” 

There is indeed a mid-season opportunity right now 
for merchants to reestablish hanking connections. 


CHEZ) eleven 
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FOR GOLP-The Sad- 
dle Oxford, in white 
buck with or 
brown calf saddle, 
rubber sole . . 10.00 


FOR GOLF-The Moc- 
casin type oxford, 


white elk with black 
or brown calf; rubber 
tole... sees 10.00 





FOR COUNTRY 
CLUB-The Sterncrest 
Straight-Tip Oxford, 
in white buck with 
black or brown calf; 
leather sole. . . 8.50 





FOR SPECTATOR 
WEAR —The Wing- 
Tip Oxford, in white 
elk with black or 


FOR SUMMER 
DRESS —The Classic 
White Oxford, in buck 
with straight tip and 
leather sole ++ 10.00 


FOR COUNTRY 


Wing-Tip Oxtord, ia 
white buck or elk with 
black or brown calf; 
leather sole . . . 8.50 


Men—yYou'll need at 


least three pairs of 


SPORTS 
SHOES 


for golf, country, summer dress 


It’s past history when you néeded just one 
pair of sports shoes. 1930 demands just as 
many degrees of formality in summer foot- 
wear as in summer clothes. Shown are but 
six from our large collection which includes 


sports shoes for every sammer occasion. 


STERN'S SHOE SHOP FOR MEN-—SECOND FLOOR 























What's the Big Fall 


Sport Shoes Are This Summer's Symbol of Man's New a 





Interest in Style; Now for a Theme Song for September 


PORT shoes for men become a symbol this season of the real beginning 
of a masculine interest in dressing in style and in season. 
of new patterns in men’s sutmmer footwear this year indicate a change 
of masculine wants, as well as buying habits. 
ing trade has been “For young and single men—light colors and dress distinc- 


tion. 


This season, for the first time, sports dress is not only light in color but light 
With the right sort of temperature break, this season’s sports wear j 


in weight. 


will revolutionize men’s opinion of dress. 
apparel and foot wear for men as, for example, Weber & Heilbroner, Stern 
Brothers and others in New York, encourage in their advertising the idea of 


v 


v 


Here are some 
of the sport- 
shoe styles 
that are help- 
ing to increase 
summer shoe 
volume for 
men. 


For old and married men 


and the Months to Follow 


—blue clothes and dark colors.” 





The number 


For years an adage of the cloth- 
d dD 


Retailers who specialize in styleful 
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| Shoe Idea for Men? 


sport shoes for business wear. The wide-spread adoption of this fashion should 
mean many more pairs sold. 


vk 


By good fortune the shoe trade is well prepared for a real summer business 


Mead ah DF ~ 


in sport combinations and in light weights. But one season's “flight of fancy” 
can't make a year’s business show a profit. What is needed is as decided an 
interest in fall and winter clothing and shoes, having definite and distinct 
fashion qualities. Already the Wool Institute indicates on its chart, based on 
actual orders received, a new possibility of variety from the standard blue and 
browns of every fall season. 


“THIS new business will come because of new ideas, new style themes and a 

new interest in man as a style-conscious member of the human family. There 
is a need in the shoe trade for the development of new ideas, new materials, 
new patterns and maybe new lasts, if the fall of the year is to be really and 
| truly a profitable men’s shoe season. Time flies! If you don't believe it, make 





out a three months’ note and see how soon it comes due. Here we are in June. 
Less than three months and September will be here with a positive necessity in 
every store for something new to interest man. This new man thinks in terms 
of color ensemble. As the suit goes, so goes the spats and shoes. 


[TURN TO PAGE 72, PLEASE} 
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Here are the 
trends in au- 
tumn clothing 
that point the 
way for a new 
fall theme in 
shoes. 
















The Wool Institute, Inc. 
Analysis of Men’s 
Suiting Orders 


Percentages of Patterns and 


Colors 
Fancy Worstep 
PATTERNS SUITINGS 
AND Fall 1930 Fabries 
COLORS Feb. Mar. Apr 
Stripes 55 620 O57 
Plaids 17 15 16 
Small Weaves 5 6 5 
Checks t2 s 
Plain Effects 19 15 19 
Total 100 100 100 
Gray 37 38) 35 
Brown and Tan 30 29 29 
Blue 29 27 Ww 
Misc. 4 6 10 
Total 100 100 100 
~ Fancy WooLen 
SUITINGS 

PATTERNS = (Under $1.50 per 

AND Yard) 


COLORS Fall 1930 Fabrics 
Feb. Mar. Apr. 
q o7 c Y- 


Stripes 60 38 32 
Plain and Small 
Weaves 26 48 50 
Plaids 10 16 15 
Checks 4 $3 8 
Total 100 100 10) 
Gray ———<t«i« Ss 837—s«400 
Brown and Tan 47 49 51 
Blue ll 8 6 
Mise. s ¢€ ¢ 
Total 100 100 100 
sith ~~ Fancy WooLEN 
PATTERNS SUITINGS 


AND = (Over $1.50 per Yard) 
COLORS Fall 1930 Fabrics 
Feb. Mar. Apr. 

Oo; J 


oF € 





Stripes 28 23 18 
Plain and Small 
Weaves 61 66 74 
Plaids 6 9 7 
Checks S| #F 
Total 100 100 100 
Gray 35 43 35 
Brown and Tan 38 43 45 
Blue 19 11 12 
Mise. s $s 8 
Total 100 100 100 





These figures compiled from 
actual orders for menswear 
suitings placed with mills by 
manufacturers of men’s cloth- 
ing, measure from month to 
month the increase or decrease 
in the general acceptance of 
each type of styling, and also 
provide several months in ad- 
vance current data on the col- 
ors and patterns of the suits 
that will be delivered to retail 
clothing stores throughout the 
country. 
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NEWSPAPER 
ADVERTISING 


EVERY DAY 








WINDOW DISPLAYS 








Know What Shoes You Need 


Before You Buy 


How a Retail Shoe Store in a Small Colorado City Gets a 
60-Day Turnover by Watching Its Stock 


By JOHN T. BARTLETT 


OW many shoe retailers, going to the sample room, know how many shoes 
they need? A. G. Ridlon, Ridlon Shoe Co., Trinidad, Colo., a modest 
New Englander far afield, has built up a thriving business in a city 
where there is plenty of competition. To be exact, he has done in one year as 
high as $60,000 volume on a stock which never exceeded $11,000. 

Here is a town where there are two exclusive shoe stores, eleven general shoe 
stocks, seven men’s stocks in clothing stores and two or three work shoe stocks 
Montgomery Ward & Co. is here with a shoe stock. And the 
Add to these facts the further one that the 


in general stores. 
total population is around 11,000. 
coal mine activity, on which Trinidad’s economic existence is based, has for a 
year or so been slack, and the picture of the environment in which A. G. Ridlon 
has a money making shoe business is complete. 

A. G. Ridlon is one of those progressive young shoe retailers who discuss 
store operation with brother retailers on their trips, read the trade publications and 
are glad to contribute of their experience for the general good. As a young stu- 
dent in a Vermont college, he abandoned his college course and went to selling— 
and studying—shoes. 


S he studied shoe retailing in practice, Ridlon came to the conclusion that 
“blind” buying was responsible for failure to make satisfactory profits more 
than any other thing. He observed that a very high proportion of retailers, going 
to the sample room, really did not know what they required. The logical conse- 
quence was that they often bought too many, or too many of the wrong thing. 

The system of shoe retailing he has developed is designed to show him, quickly, 
at any time, exactly what he needs. Let’s go over his system point by point. 

The store operates on the basis of a 60-day turnover. 
to have shoes made and delivered, and sales in step are seasonal with stock con- 
Theoretically, if the store sells 100 pairs of women’s shoes in January, it 


This gives ample time 


trol. 
will buy 100 pairs to replace them. Purchases, that is, are continuously on the 
basis of sales. A sales quota for the year is worked out on the basis of past years. 

For 1929, for example, the store added up the sales of a month for 1926, 1927, 
and 1928, divided by three, and added ten pairs. The result was the sales quota, or 
objective, for the month. This was done for each grouping of shoes. 

On the basis of purchases to replace stock sold, with allowance for a sales in- 
crease, a review of a recent year showed that more shoes were bought than sold 
in January, February, May, July, September and October. Purchases and sales 
were fifty-fifty in June and November. Purchases were less than sales in March, 
April, August, December. Nothing at all was purchased in December. 


Each turnover period is given a key letter, which appears upon the ticket given 





+ EXACT KNOWLEDGE OF STOCK 
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Modern merchan- 
dising methods 
also contribute 
to the success of 
A. G. Ridlon’s 
business. Here’s 
a Fourth of July 
window that kept 
Trinidad folks re- 
minded that the 
holiday calls for 
new shoes. 








each pair of shoes as it goes upon the shelves. As sales 
are made, these tickets are thrown into the cash register. 
Fach morning, an employee checks them to the stock 
control record, which at a later point will be explained in 
detail. 

The sales force of the store comprises four. From 
time to time, the shelves are examined for shoes which 
are approaching the over-long point. The sales force 
gets behind these. In specific cases a P. M. may be put 
on slow stock. In general, the store buys shoes to make 
shoes good on shelves: 

HERE are seven prices in the store range. The first 

of these, $4.85, are shoes marked down from other 
prices to clear. These other prices are $5.85, $6.85, 
$7.85, $9.85, $12.50, $13.50. 

The general policy of watching stock closely through 
the year, and exerting sales pressure to move as needed, 
keeps the stock clean. And when other stores are pro- 
moting January and July sales, this store is getting 
heavily behind new items in stock. 


es 
| = 
~~ 


, 
| 


The records for a month of women’s shoes, or men’s, 


or children’s, are found on a double-page given to each 
in a large book. On the two pages of the double-spread 
are a number of tabulations. 


ERE is the double-spread given to women’s shoes, 

for example. At the top, left side, is a tabulation 

which, down left, perpendicular columns, gives, AAAA 

to E. The horizontal indexing is by sizes 2% to 9%. 

In perpendicular columns to the right of this tabula- 

tion are months of the year to date, in order, and the 
total. 

Totals of the various sizes, are accumulated also at 
the foot. 

In use, the tickets of shoes sold the day before are 
each month posted, with short perpendicular lines, to 
the proper places they belong by size and width, in this 
table. 

3elow comes an analysis of shoes sold by price. Under 
each price, as $6.85, $9.85, etc., 
high. 

To the right of this are spaces for a comparison with 


is a division by low and 


the same month of the past two years, and a statement 
of gain, or loss. There is also a comparison for year, to 
date, by month, with the same period of the preceding 
year. 

One the left side, before the 
analysis of purchases of the month which is parallel. 


“sold”’ analysis, is an 


[TURN TO PAGE 76, PLEASE] 





=FASTER TURNOVER AND BETTER PROFITS 
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Just for the Little Folks 


Many Shoe Men Think It's Hard to Make a Juvenile 
Shop Pay Profits; Here's One Who Believes It's Mostly 


a Matter of Knowing How 


By FRED E. KUNKEL 


N entire shop devoted exclusively to selling chil- 
dren’s shoes and one that has proved successful 
and profitable is the achievement of William R. 
Mason, proprietor of Mason's Shoe Shop, in Washing- 
ton, D. C. 
children’s shoes, yet the store does a thriving community 
business and requires the help of two sales people. It 
is located in one of Washington’s most exclusive sub- 


Che business depends solely upon selling 


urbs, Chevy Chase, and in two years 
Mr. Mason has developed a turnover 
that is really surprising. 

The store is long and narrow, being 


only seven feet across but sixty-five feet 





















long. It has the advantage, however, 
of spreading customers along one side 
of the store instead of having them 
facing each other, which gives 
a little more privacy in fitting 
shoes, something that the cus- 
tomer desires. There are two 
settees and four arm chairs for 
the comfort of patrons, done in 
wicker which gives a cozy and 

comfortable, homelike 
atmosphere to the store. 


The settees are particu- 


38 


larly comfortable for the mother who brings in her 
child, as she can have the child sit beside her while 
the shoes are being fitted. 

Everything is carried in the juvenile shoe line from 
infants’ footwear up to big boys’ and girls’ twelve to 
sixteen year old sizes. The store also carries sports 
shoes to take care of the larger girls. 
ladies’ hose are also carried, as are children’s hosiery, 


Gentlemen’s and 


shoe findings and bed room slippers. 

Of course women are the biggest buyers. The store 
deals almost exclusively with women. Most of the 
mothers come in with their children, but some of the 
girls and boyS come in by themselves. The store is 
open from 8 a. m. to 6 p. m., but on Friday and Satur- 
day nights closes at 9 p. m. This is principally for the 
purpose of catering to school children who come in with 
their mothers or fathers at this time. Most of the busi- 
ness is done, however, after three in the afternoon when 
the children are out of school. It is practically all cash 
business. 

“In starting this store, I naturally had to feel my way,” 
said Mr. Mason. “What brand of shoe would they 
prefer? How much were they accustomed to pay? Any 
particular style? \When a woman starts downtown to 
buy a new pair of shoes for her children, what does 
she look for in the stores that she visits? Why does she 
patronize some particular shoe store instead of going 


to another store? Just what points attract the most 
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MUST AA4 | 
MASON’S SHOE SHOP 





attention and what would be most helpful in getting more 
business? All sorts of questions were asked until I had 
the business shaped up properly. In this way it was 
not long before I had mastered the problem of buying 


shoes and selling them intelligently. 


“‘FQ UT my eyes were turned in the direction of cus- 

tomer patronage. Folks liked a clean, neat, com- 
fortable store and good wholesome merchandise properly 
priced. I found that women wanted to be absolutely sure 
in their own minds that they could depend upon the store 
to have the proper styles and fit in the shoes which they 
bought, and that the shoes would’ be priced right. 
Women, as a general rule, fight shy of high priced 
shoes. They are willing to pay a reasonable price, but 
children’s shoes wear out so quickly that price and 
wear are the chief factors and next the shoe must be 
comfortable to the foot. 

“In catering to children we take care to see that they 
are properly fitted, whether it is for school, play, or 
dress wear. ‘It’s a feat to fit the feet’ is our slogan and 
we stress the fact that we are foot specialists in children’s 
shoes, that it is so easy to have the children’s feet com- 
fortable and that careful fitting is the most important 
thing in buying children’s shoes. And that is one feature 


of our service. It is not a question of what they can get 
their feet into, but the size and shape they should have 
and we see to it that they get just that. We give them 
shapes that they wiJl like, quality that they appreciate at 
prices that they approve of. We exercise care in fitting 
the youngsters’ shoes, see that only the proper shoes in 
the exactly correct size are fitted to their feet.” 


ND so Mason's Shoe Shop is doing an excellent job 

in developing the children’s business into a bigger 
profit produced by” featuring shoes of individuality and 
sturdiness which are styled right. The tiny shop is im- 
maculate. The modest window displays are trimmed sim- 
ply, neatly, and yet attractively. Knowing the feminine 
shoppers’ first question, Mr. Mason places price cards 
near the shoes so that the question of the passer by 
will be answered. He carries in stock only shoes that 
give lasting, worth while service and which are reason- 
ably priced. He infuses the spirit of friendliness in his 
shop, the kind that is real and lasting. Folks like this 
personal friendly touch, and as a result buy their shoes 
at this community store instead of going downtown. — | 

“We impress upon our customers the desirability of 
changing children’s shoes often in bad weather,” says 
Mr. Mason, “because they 
wear longer and make the 
feet feel better and_ that 















there is a distinct need for 

an extra pair of shoes from 

both the 

health and comfort as well 

as ultimate economy. We \ 
J 


display signs 


standpoint of 


have neat 
. . . y 
both in the window and in 


O- 


the store to stress the fact, 
‘Don’t lose health to save 
money—an extra pair of 
shoes is sound economy 

change shoes often in bad 


{TURN TO PAGE 76, PLEASE | 
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Putting the Jump into Slump 


HE plow of publicity is opening up new fields of 

venture. We hope to register in the minds of mer- 
chants that it is possible to “put the jump in slump” by 
bridging over the midsummer months with the selling 
of merchandise at a profit. One or more merchants 
in every town have the strategic advantage of being 
able to make business if he wants to. There is no 
reason why the term “vacation” should apply to the 
whole business which must go on, though individuals 
may take their two weeks of relaxation. 

The spirit of your business is a reflection of your 
own disposition toward it in these midsummer weeks. 
We were on the point of saying midseason when we 
checked ourselves with the thought that seasons no 
longer are sharply defined, but blend into one another 
so that the overlapping interests in apparel make new 
merchandise salable every month in the year. 

There is a whole lot of common sense in going after 
business vigorously at a time when other merchants are 
laying back because it’s seasonable to expect hot 
weather and indolence. The sluggish feeling of mid- 
summer may spread all over the merchants of the town 
with the exception of one alert man who figures that 
some pay rolls are almost continuous. The feminine 
desire to buy knows neither rhyme nor reason, and the 
store with just a little more pep to it gets a very com- 
fortable advantage because of profitable sales made in 
ebb months. 

When all the fish are biting, it doesn’t take much of 
a fisherman to bring in a big bag, but when the best 
trout hide in the deepest and most inaccessible pools, 
then the real mettle of a sportsman is brought out. 

The same goes in merchandising. A tempting dis- 


play of very pretty shoes to women, and real sport 
footwear for men in both window and newspaper will 
bring business if the picture is interesting. Merchan- 
dising is such a great game that you get more joy out 
of coaxing people to buy day-in-and-day-out the year 
round than you get in the unstabilized rushes just be- 
fore a holiday of what is obviously shopping trade in- 
stead of constant trade. 

The way to build up a summer business that you can 
be proud of is to go after it pair by pair, noting your 
gains over a year ago by the little special efforts that 
you put into special sales. Don’t save all your good 
selling plans until fall; use them up as they come along 
“for as one lamp lights another nor grows less,” so the 
ideas that you put forth in summer kindle fresher ideas 
for fall and you find that your organization is ready 
for the big brunt of business by having kept in trim 
when the harder race track is in the summer. 


ee he he 


New Enthusiasms Needed 


UILD your store along Style Street, or what is 
better, make Style Street come down your “buy- 
way,” for just shoes as coverings won't sell any more. 
It’s a great and glorious sensation to have people 
come into a store, eager to buy and then pleased with 
what they buy. It was not so when shoes were mostly 
for utility alone. There was little thrill in the beauty 
of foot-coverings—whereas today a thrill is in every 
pair; yes, and to the merchant, too. 
In the morning of the day, or the beginning of a 
business, we are fresh, full of ambition and hope, and 
see things in a new way. Would that every veteran 
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shoe merchant could look upon his store and business 
with the clear eye of the youth who starts with a rush, 
venturesome upon new methods, eager to serve and 
succeed in his little business. 

That is the stuff that makes progress in an industry 
Time slips through the merchant’s fingers and, unless 
he keeps up to date, dollars slip through too. 
are new times in merchandising—needing new 


These 

ideas 
and new efforts. Shopkeeping is passé—the hazards 
of business are so great, and the price per pair so high 
—that marking time gets you nowhere. 

Style Street is not alone Fifth Avenue, New York, 
or Broadway, Los Angeles. It is in the highways and 
“Buy-Ways” of every town in the country. 
Prettily covered feet at one time were only to be 
found in the city homes, hotel corridors and along clean 
sidewalks, but the development of the automobile has 
brought the smooth road into every town and hamlet in 
the country. As far as footwear is concerned, it is as 
if the whole country were 


covered with velvet rugs; 





only apparent in wholesale houses, but in retail stores 
Many a merchant who bought 


taking the sizes as they came, 


and stock departments. 
a bargain run of shoes, 
now sees that he made no profit on the lot. He has on 
hand dozens of pairs in the wrong sizes, all of which 
are profit eaters. 

There is no question but that there is a big waste in 
the shoe business, and the entire trade is paying for the 
economic waste of time and materials put into the 
wrong sizes. It is in June that the merchant realizes 
that many of his shoes bought in April and May should 
have never been made. The great advantage of a 
shoes in your store is 
that there are no 


thorough study of every pair of 
in the lesson that it ought to teach 
combinations of materials on freakish patterns and 
types of footwear that have any place in the dress of 

women. 
The question of depreciation through style change is 
not so apparent in men’s shoes, but the question of 
sizes is a big factor there, 


too. In misses’, children’s 








therefore you will find 
Style Street wherever you 


i —God News— 2 


4 4a 


Less Size Wastage 


OW is the time to look 

two months ahead and 
to review the two months 
past. All of your errors in 
buying are clearly apparent 
to you on the bargain coun- 
ters. It is pretty much a 


question of sizes. It is not 
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“In June, 1897, a young man by 
the name of Klein took charge of The 
Carter Shoe Company, at Vevay, Ind. 
While of a shoe family running back 
almost a century, he felt that he 
should have some aid in meeting his 
new responsibilities, and turned to In 
Boot AND SHOE ReEcorper for this aid. 
In the thirty-three years the REcoRDER 
never failed him. 

“Years rolled on and this man 
Klein, now ‘Senior,’ 
Band rubber salesman while continu- on 
ing his business as Klein the Shoeman 
and under the management, when he 
was on a trip, of his son, Wm. G. 
Eventually, in the roll of 
years, we moved to Indianapolis, and 
the Recorper is again helping him to 
find his way along the devious trail of 
successful shoe retailing. 

“WM. G. KLEIN, Sr., 


“Indianapolis, Ind.” 





Never to have failed in service to a 
retail shoe business that has looked to 
it for guidance through two generations 
of growth and prosperity is just cause 
a= 4 for pride and satisfaction. 

. amazing and well nigh incredible have 
( come about in the shoe industry since 
To be constantly on the alert in 
sensing and interpreting the significance 
of each new development to its mer- 
chant readers is the constant aim of the 





and growing girls’ shoes, 
both 


passing 


look to angles—that 
style and of 
sizes. Particularly 


errors that you 


wrong 
note the 
lasts and 


have made on 


heels termed fashionable, 


that are not adapted to 
growing feet. 
June the merchant 
finds his study of his own 
store a valuable help to his 
buying for next fall. The 
became a Ball success that he has made 
sport footwear will 
influence next spring. 
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Changes 
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Those Clearance Sale 


New Angles on Both Sides of an Old Question That 


IM BOWMAN called his 
son, Charley, to the rear of 
the store one busy day in 





June. 
“Charley,” he said, “I tell you 





FIT 

















we're all doing business on an 


unjust basis. It hurts my con- 


Demands Attention in Summer 


By MURRAY C. FRENCH 


JULY 





154 Be 


ers full price today for shoes : 


WEAR 
I5% 


science to charge these custom- 

















which we know will be selling 
at reduced prices in July—the 
same shoes, just as good fitting 
and just as good wearing. And 
July is only the middle of the 
summer. 

“I’m convinced it’s our moral 
duty to sell the same grade of 
shoes at one price the year round, 
as we did in the old days. Cut 
out the July sale entirely.” 

“Yet to my way of thinking,” Charley answered, 
“we're giving these June customers just as much value 
for their money at full price as we do the July buyers 
at cut prices. In some cases we may even be over- 
charging them then at half price. 

“Just follow me a minute, Dad. From the customer's 
standpoint there are only three factors entering into the 
value of a shoe—fit, wear and style, nothing else. In 
women’s shoes style is at least 70 per cent of the total 
value to the customer. Fit and wear count only 30 
per cent. 

“Let’s see if I’m right. Could we get more than $3.00 
for a $10.00 shoe that is five years old, one that you 
would say had lost all its style? I doubt it, yet it still 
fits as well and wears as well as it ever did. 

“That’s why I say that 70 per cent of what a woman 
pavs for shoes she pays for style. Therefore, if for 
any reason the shoes she buys do not possess the style 
value they once had and yet we charge her full price for 
them, we are collecting for something we do not deliver. 
It’s wrong! 

“The fit and wear of a shoe do not change but its 
style value varies according to the calendar. Forget the 
staples; they don’t enter into a clearance sale discussion 
at all. Consider only our summer shoes. 

“You'll admit they are out of style after the middle 





of September. So the custome: 
who buys them in June can get 
three months of style service out 
of them, the July purchaser only 
two. 

“By what manner of reason 
ing could the July customer b« 
expected to pay the same as th: 
June customer? Justice to th 

public demands that we sell what 

would be classed as strictly sum 

mer shoes cheaper in July than in 

June. Or, to put it the othe: 

9 way, higher in June than in July 

e “Something is missing in Jul 

that was there in June. That 

missing something justifies thx 

existence of the July clearanc: 

sale. We have always agree 

that shoes should give a certain amount of wear-per 
dollar ; they have just as definite a style-per-dollar value.’ 

“Charley, I hate to hear you over-emphasizing sty] 
this way. You know very well that proper fitting and 
good, substantial wear are the foundations of this busi 
ness,” said Jim Bowman seriously. 


SSF ROPER fitting is vital to any shoe business, ws 
all know. But how many customers would stick to 
us year after year if we insisted on selling them ‘fits’ in 
shoes they hated the looks of ? Mighty few. 
“Many a woman says, ‘I don't care about the style; 
I'll take anything, just so its fits.’ But does she mean 
it? Not at all! Just show her a tan high 
shoe or a red suede pump and you'll find 
out mighty quickly that the shoe must 
conform quite reasonably to her ideas of 
stvle before she'll even let you try it on.” 
“Your idea is that because a shoe was 
once worth $8.00 is no reason it will al- 
ways be worth $8.00,” the e'der Bowman observed. 
“Exactly!” Charley agreed. ‘“That’s why merchants 
who are careful of their reputations never advertise, 
‘$8.00 values for $5.95,’ or ‘shoes worth $8.00 for $5.95,’ 
even though those shoes may have once been worth $8.00. 
“Tt’s much more truthful to say, ‘originally priced, 
or ‘formerly priced’ at $8.00. That's a hair-splitting dis- 
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tinction but those little 
things build or break pub- 
lic confidence.” 


“Regardless of how you 


say it,” his father objected, 


“you know very well that 
whenever a customer sees a 
$5.95 ticket on a shoe for 
which she paid $8.00, her 
confidence in that store is 
destroyed. She 
has been held up because 
she has paid $8.00 for the 
same thing.” 

“There are two sides to 
Having paid $8.00 for those shoes, she 


feels she 


that also, Dad. 
knows the reduction is genuine. That gives her con- 
fidence in all other statements the merchant makes. 
OOK at all these customers. Every single one of 
them who is buying novelty shoes knows right now 
that these same shoes will be on sale in July. But she 
vants them now, not in July. 

“These customers have lived through a lot of Julys 
and Januarys—with their eyes open. They know we'll 
have a sale then; they even know about what our prices 
In fact, they realize more vividly than do many 
short 


will be. 


merchants just how lived style merchandise 


really is.” 

“You're right, Charley. And because they know those 
things hundreds of them never buy anything except at 
sale time. We're spoiling them, actually educating them 
10 hold off when we're selling at a profit and to buy 
only when we’re losing money. It’s all wrong, Charley.” 

“Ves, Dad, but where would we be without those sale 
hounds to clean up the leavings? Think where the 
shoe business would go if everybody demanded only 


brand new shoes, if nobody would wear styles that were 
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a bit passé at any price! The odds and ends would 
swamp us in no time.” 

‘Son, you can’t persuade me we make any money on 
those scavengers whom we never see except when we're 
selling shoes at a loss.” 

“It is hard to figure, isn’t it, Dad? Yet we can't dis- 
pute facts, and here is one of the plainest facts I know 
of in the shoe business. Stores seem to succeed just in 
proportion as they keep their odds and ends cleaned out. 

“Lowering prices won't clean up the odds and ends 
not unless a corresponding number of customers are 
willing to wear the styles offered. Call them scavengers 
if you will; they're only helping us bury our mistakes, 
bless their souls! 


EKMEMBER how often you have impressed on me 

the fact that every bankrupt stock you ever saw 

was full of old, out-of-date shoes. These shoes still had 
all their original wear and fit but their stvle had vanished 
“Clearance sales are hated by all merchants and I’m 
that 
man seems to be hoping he can get along without a clear 


ley ery shox 


not sure but attitude is all wrong. 
ance sale, whereas he should be planning how to make 
his sale a more 
complete and 
genuine — clear- 
ance. 
“He’s ina had 
way if he cleans 


half 


wants 


out only 
what he 
to, for it’s al- 
the most 
desirable half 
that sells first. 
“Tt sounds like 


ways 


a paradox, but 
know verv 
that the 


this 


vou 
well 
stores in 
that 


the most 


town make 
profit 
[TURN TO PAGE 


80, PLEASE] 





Dre vvyv 


By HAROLD WHITEHEAD 


Business Crime Court 


HE fiery red-headed attorney whom Martin had 
retained to defend him opened his case for the 
defense by springing a surprise. He proved again 
that the best defense is a strong attack and he also showed 
that skill in legal strategy for which he was justly 
famous, together with a wide knowledge of business. 


SPP RRC RRS” -PeNer 


attorney would welcome any kind of an excuse to relieve 
him from the distasteful task of carrying on a case so 
palpably stupid. However, much as we would like to 
make such a generous gesture toward the courteous and 
gentlemanly district attorney, we must deny ourselves 
that pleasure in the interests of business.” 





Opposing counsel play their trumps 


Running his hand through his mop of red hair, so 


that it stood up even more fiercely than usual, he opened 
his defense as follows: 


“Gentlemen of the Jury: It is customary to open for 
the defense by pleading with the court for a dismissal. 
We shall most emphatically refuse to follow that pro- 
I feel confident in my mind that the district 


cedure. 





44 


Crabb looked at Flinn with a contemptuous expres- 
sion. The district attorney appeared as if about to jump 
up, then he slumped in his chair with an obvious attempt 
to appear indifferent. It was evident, however, that 
Crabb’s opening remarks irritated the prosecutor. 

“TI shall not find it necessary to call many witnesses. 


3ut the few I shall call will need no peculiar qualifying 


Boot AND SHOE RECORDER 
combining Tur. SHog RETAILER, June 14, 1930 





















inst 


cor 


to 
ISSt 


as € 
gor 
for 
the 
not 
fur 
of 1 
wis! 

( 
Fit 
that 
turt 
yest 
is \ 
clea 
ind: 
unt 
cou 


I 
( 
If 


eve 


—t A tend 


in | 


— A, eet a 


sto 


— 2 tet tt Ae 


ret 


Boo 
com 









lieve 
e so 
e to 
and 
Ives 

















Volume, Mark-Up and Profits have their day in court in this 


installment of the case of the People against Perley Martin. 


The defendent and his counsel seek to justify the policy ol 
continuous special sales. The prosecution tries to show it is un- 
economic and unprofitable. 


Imagine yourself a juror. Consider the evidence and prepare 
to render your verdict on the merits of the case. In next week's 
issue Opposing counsel will present their arguments. 


as experts to make their testimony of value to you.” Crabb waved his arm in a 
gorgeous sweep that included all the jury. “It would have been a simple matter 
for me to have cross-examined the retail merchants who testified yesterday for 
the prosecution, as to their business capacity. I could have shown that they were 
not among the more successful merchants in our city; indeed I could have gone 
further and shown that they were more readily classified among the large group 
of retailers who merely hang on to the fringe of solvency! If the district attorney 
wishes to challenge my remarks, I shall be satisfied to recall his witnesses.” 

Crabb again looked at Flinn, this time with deliberate challenge in his attitude. 
Flinn, however, merely smiled and leaned back easily in his chair. It was evident 
that Flinn had control of himself again. Shrugging his shoulders Crabb again 
turned to the jury. 

“T am glad that I am not forced to embarrass the retail merchants who testified 
yesterday. They are fellow citizens and we wish them well. . . . My first witness 
is William Kramer.” 

A very tall, very thin man of about thirty-five arose. He was quite bald and 
clean shaven. A pleasant mouth that expressed good humor, two gray eyes that 
indicated a shrewd mind; these characteristics and a more prominent one in an 
unusually long neck made the witness interesting, at once, to everyone in the 
courtroom. 

He was quickly sworn in and Crabb began his examination. 

Crabb: “Tell us your full name, Mr. Kramer.” 

Kramer: “William Tellifer Orphus Kramer.” 

A laugh ran through the courtroom, but Kramer evidently enjoyed the joke, 
even if it was on himself. 

Crabb: “What is your business ?” 

Kramer: “I am advertising manager for the Clarion.” 

Crabb: “Would you say that the Clarion was the leading newspaper in town?” 

Kramer (smiling): “Guess we fellows on it think so. But we are the largest 
in circulation and have the biggest advertising revenue.” 

Crabb: “Does your paper have the largest retail store advertising in the city?” 

Kramer: “I'll say it does—by two to one.” 

Crabb: “Do you accept advertising from my client?” 

Kramer (looking at Martin): “I'll say so. He's the largest space buyer of any 
store in town.” ; 

Crabb: “Have you ever had complaints of his advertising ?” 

Kramer: “Sure we have.”’ 

Flinn looked up quickly at this, but Crabb appeared undisturbed. 

Crabb: “What was the nature of these complaints ?” 

Kramer: “Well, I've been told that we give him special rates, lower than other 
retailers.” 

Crabb: “And do you?” 

[TURN TO PAGE 82, PLEAS! 
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The Quest for Health 





Gymnasium Exercise, as well as Summer Camp and Outdoor 


Sport, Creates Demand for Special Footwear 


HERE is nothing so cheap or so priceless as 

health. In this machine age where youth must 

be shut in factories in order to earn its daily 
bread, there is naturally a demand for more exercise. 
Swimming schools and golf clubs have increased their 
membership to an amazing degree, and now public 
schools give a new importance to the gymnasium. In 
the gymnasium great attention is paid to gym shoes, 
which are assuming a new importance throughout the 
country. 

Gym footwear is pretty well standardized all over the 
world, and the rubber companies have agreed that the 
same basic pattern may be used even though trims and 
details are a bit varied and different. Most colleges and 
camps feature a white shoe or tie, with certain accepted 
requirements of drill duck or canvas for the uppers 
dried out and the usual inersole. 
are new synthetic innersoles being marketed which resist 


Now however, there 


perspiration and water and have all the wearing quali- 
ties of the former ones. Linings also have been experi- 
mented with and it is found that besides saving a neat 
profit on each pair of shoes, a lighter weight shoe may 
be constructed. 

How can the shoe merchant make the most of this 
increasing market for shoes for indoor and outdoor 
exercise, footwear which lies somewhat outside of the 
ordinary classifications of sport shoes. Since there is 
not a great variety of types and styles, and one pair 
renders service over a considerable period of time, the 
volume and profit possibilities for the retailer are some- 
what limited unless he devotes considerable thought and 
energy to sales promotion. 





Here lies the opportunity for particular merchants to 
take advantage of the fact that the majority of stores 
probably do not attach the importance they really deserv: 
to these specialized types of shoes. This leaves the 
field clear for a particular store, whose location may lb 
favorable, to call the attention of the school students or 
gymnasium clientele to the fact that it is prepared to 
supply such footwear. Window displays, advertising 
through the mail to selected lists of students, Y. M. C. A. 
or athletic club members, advertising in school and col- 
lege papers and similar publicity will help to establish 
the fact that a store is headquarters for gymnasium 
shoes. It may pay to add a small stock of gym and 
athletic suits and other accessories. Once a reputation 
has been established, it is relatively an easy matter to 
keep the business coming. 


HERE is a disposition on the part of most shoe 
stores to take these special types of shoes very much 
for granted, and the retailers who make a real effort to 
merchandise them intensively are few. At the present 
time, however, there is need of energetic sales promo- 
tion to develop business on all classes of shoes. When 
even the most prosaic and every-day kinds of merchan- 
dise are being advertised to the limit, it is a mistake to 
suppose that any kind of footwear can be relied upon 
to sell without effort. It is just as much of a mistake 
to assume that there is just a certain amount of business 
to be had on a certain type of shoe and that it cannot 
be increased with the right kind of effort. 
Persistent, well-planned advertising, window displays 


and salesmanship produce business. 
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A Page of Ideas for Making Your Advertising New And Different 











SAL 
MEN’S 








Twelve of the styles are shown — which 
fact will give you some impression of the 
unusual scope of the sale. Styles for every 
taste — blacks, and tans—narrow, medium 
and broad toe models. 
You Wii Find the Chaiwe of 
hid his Extremely L 


THE MEN'S STORE 


Starting 
Tuesday Morning 


A Remarkable \ 


Bringing Hundreds of Pairs of Smart Oxfords at an Extraordinarily Low Price 


$4.45 


3 Devic 
ow Price. All Sizes 6 w U1. 34.45 


BAXEMENT 


CARSON PIRIE SCOTT & Co 














E OF 
SHOES 





Of durable calfskin —and all are made in a 
way that assures long service. The sports 
shoes included are in brown and white, 
black and white or two shades of elk (soft 
calfskin)—with rubber or leather soles. 







Several Purr leds Woonth 





MONROE AT W ADAH 





Here Is An Effective Sale Circular 


Above is a most attractive sale circular mailed out late last month by Carson, 


Pirie, Scott & Co., of Chicago. The 
down to fit a No. 10 size envelope. 


original circular was 11x17 and folded 
rhe circular was printed in two colors, 


green and black, giving it a much more striking appearance than our one color 


reproduction here. 
to sell footwear, and every month see 
their 


This concern is a consistent user of direct mail advertising 
s a mailing of some sort go out under 


name, 





A Coed Letter 
For July Use 


If you plan to postpone your Clear- 
ance until August you will, of course, 
have a series of special events and bar- 
gain offers during July. In addition 
to this you should go through stocks 
and mark down all the odds and ends, 
and the small Then send out a 
letter to your list that reads something 
like this :-— 


lots. 


Dear Madam :— 

We're not having a July sale! But 
that does not mean that there are no 
SHOE BARGAINS here! 

We have gone through our entire 
stocks and reduced the prices on all 
the small lots, all the broken lines, all 
the styles we want to clear away. 

And now, instead of advertising 
these choice bargains in the papers 
we're telling our good customers about 
them, and suggesting that a trip to 
this store soon will disclose the great- 
est shoe values in town! 

Later we'll advertise these bargains 

-if there are any left! But now is 
YOUR chance to get first choice. 
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Better drop in tomorrow and ask to 
see the “specials.” 
Very truly yours, : 
YOUR NAME. 
A letter similar to the will 
bring in a lot of your customers to see 


above 


bargains. It will help you add to your 
volume, and at the same time 
clear away a lot of your odd lots at 
higher prices than you would get in 
August. 


sales 


Try This One To 
Sell Laces 


Here’s a clever little idea we noticed 
in a city shoe store that no doubt sells 
a good many pairs of shoe laces every 
year. At least it sold us a pair! 
customer is led over to the wrapping 
counter, where the 
located. Suspended over this counter 
is a sign at just about the eye level of 
The card 


cash register is 





the average person. reads, 


Hold Off Your 
Sale Until August 


In the Calendar on another page it is 


| suggested that instead of having your 


midsummer Clearance sale in July, as 
that wait until 
If you will consider the ques- 


stores do, 
August. 
tion you will see that there are many 
advantages. 

Of the two months August is more 
likely to be a hard month to get busi- 
ness than July. You need a special 
event in August more than July to keep 
your sales up where they belong. 


most you 


But, you say, all my competitors will 
hold their sales in July! What of it? 
A little careful planning for July, with 
the judicious use of good Bargains and 
a series of little special events such as 


| are suggested in the Calendar will en- 


| 
| 


what you have to offer in the way of | 


able you to get through the month very 
satisfactorily. 

The advertising of your competitors, 
and of stores in other lines will bring 
people downtown to buy during July. 
lf you give more than average atten 
tion to your windows, changing them 
often, and see that they have a “sale” 
appearance at all times, you will get 
the from the 
shoppers brought out by the other fel 
low’s advertising. 

And in your own advertising, don't 


your share of business 


be satisfied with ordinary, colorless ads 
during July. Remember the papers will 
be filled with SALE! SALE! SALE! 


| and your ad must be sprightly enough 


to stand up and demand its share of at- 


| tention in competition with this sale 


| advertising. 


After selecting a pair of shoes the | 


If you plan carefully you will come 
to the end of July with the realization 
that you have had a good month with- 
out a sale, and have probably netted 
considerably more on the business done 
than you would have done with a sale, 


| and instead of August's long stretch of 


days to dismay you there is the pros- 
pect of a brisk Clearance sale to keep 
things moving! 





Better take home an extra pair.” On 
the card are several laces. 

Many a customer reading that card 
will say, “That's an idea! I do need 


new laces.”” And there’s an extra sale 


| “DO YOU NEED SHOE LACES?| for the store, made without an effort! 
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IDEAS .. WORTH USING 





Advertising and Selling Ideas Gathered 


From Far and Near 








Think These Over ! 








Is there a vacant store room near 
you? Why not secure the use of its 
windows when you have your Clear- 
ance Sale? It will give you additional 
space to feature your sale values. One 
of the win- 
last 
advertising 
it brought 


Iowa store secured the use 
dows in five vacant store 
year and put in windows 
his sale, found that 


worth-while results. 
* * * 


rooms 


and 


Do you sell umbrellas? Many shoe 
stores have found a nice plus business 
in this little line. This is particularly 
true of men’s umbrellas. 

‘ee « 

Do you keep your mailing list strictly 
up to date? Every time the post office 
returns a letter or circular for any rea- 
son the name should be removed from 
the list, or corrected so future mailings 
will reach the customers. Dead names 
on your list are costly! 

* * * 
store this 
means to move its “stickers.” Every 
once in a while the sellers that 
haven't responded to other pressure are 
put out on a table with a sign, “EVERY 
SHOE ON THIS TABLE PRICED 
AT COST.” Somehow there’s a fas- 
cination to customers in buying at cost 


and the table never fails to get results. 
* * ™ 


A central Illinois uses 


slow 


Go to some industry in your town 
that employs a lasge number of people 
and offer to provide pay envelopes free 
if they will permit you to print your 
ad on them. In printing the envelopes 
print a number on each. Then offer a 
pair of shoes free each month to the 
holder of the lucky number, which will 
be posted in your store. 

ee * 

Another sale stunt, particularly good 
where there is lots of country trade. 
Give a ticket good for a meal at a local 
restaurant with every purchase of 
shoes amounting to $10 or more. This 
is a good Saturday idea too. 

- « @ 

And then there's the stunt of giving 

every 50th or 100th purchase free dur- 








pies High, or Coben 


$ 
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A somewhat different sport shoe ad by 
Herbert's of Richmond, Va. 








How Efficient Are Your 





Sales People ? 


We hear a lot these days about “sug- 
and the increased vol- 
ume that is possible where salespeople 
tactfully suggest to the customer who 


gested selling,” 


is buying one article the need of sev- | 


| eral others. 





ing a sale. This is always a big fea- 
ture and gets lots of publicity. 


Do your salespeople do this? 
they suggest hosiery to shoe purchasers, 
or slippers, or laces, or polish? 


is not your regular every day selling | 
policy you are passing up a chance to | 


materially increase your business. 


Few stores do enough suggested sell- | 


ing. Investigators for a yeast com- 
pany visited 42 retail bakers with 
instructions to buy everything that was 
suggested to them in each store up to 
$5 worth. They came back with $10 
worth of goods from the 42 stores! 
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Do | 


If this | 


When Are You Going 
To Market ? 


Are you going to market this sum 
mer? Why not make capital of your 
trip in an advertising way. A letter 
mailed to your customers from the big 
city, telling in a brief chatty way of 
the new styles you are selecting, will 
get attention because of its novelty. 

Or you might plan to run one of two 
advertisements in the local paper while 
you are away. Have these ads in the 
form of letters, written from the city. 
They will get attention and help arouse 
interest in the new styles for the com 





ing season. 

To get the full benefit of either o/ 
the above ideas they should be follow« 
up by a letter to your list after you re 
turn, announcing that you have brought 
back some of the new styles and have 
them ready to display. 


What About Your Sale 
Windows ? 


The average shoe store of today uses 


high class window displays becaus: 


these are the kind of displays that ar 
But what about sal 





most profitable. 
time? 

Many stores have found it wise when 
they’re holding a Clearance to make 


deliberate departure from their usua 


open style of trim, using instead 


cheaper effect. Merchandise is crowded 
| in until the 
crowded appearance. 
are used instead of the neat, quiet an 
nouncement The whole effect 
is of a low-price store selling low-end 


have a ver 


Big flashy sign 


windows 


cards. 


goods. 

There's a real selling idea behind this 
| The store that does a high class busi 
ness needs more than its usual clientel 
time. By lowering the quality of it 
windows it attracts a class of trade at 
sale time that does not ordinarily ente: 
the store. It gets the bargain hunters 
the sharpshooters—-and they clean uj 
| the stock the regular trade has faile: 


D ara ' 
| if it wants to clean up at Clearanc« 


to buy. 
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WULY... YOUR CALENDAR 








Daily Suggestions To Help Business In This Summer Month 

















1. Puesday 

ut in STYLE windows today with 
car is suggesting “Smart Summer Foot- 
we ct for the 4th” and similar slogans. 
An! be sure every pair of shoes in your 
window is plainly priced. 


2. ‘Vednesday 

dvertise one or two of your good 
selling styles for tomorrow, featuring 
the idea of new shoes for July 4th. A 
gool one-day special will help draw 
shoppers in—why not a HOSIERY 
leacier ? 


3. Thursday 


ii you have a special for today put 
it in the very front of your windows. 
Put in a patriotic window tonight for 
the holiday—and make it a simple dis- 
play. If you can get a few World War 
relics for the central feature these al- 
ways attract attention. 


4. Friday (Independence Day) 


See tomorrow’s suggestion. If you’re 
going to have some Saturday specials 
arrange for a supply of circulars and 
have boys distribute them in the crowds 
and among the parked cars at today’s 
celebration. 


5. Saturday 


The day after a holiday is quite apt 
to be a slow business day. Counteract 
this with some exceptionally good bar- 
gains! Put them in the windows early 
this morning with big price cards that 
will attract attention. 


7. Monday 


Instead of having a July Clearance 
‘why not hold it off until August and 
use a series of smaller special events to 
keep up July sales? It can be done— 
an] next month when business is 
harder to get you'll have a real selling 
event to help out. 


8. Tuesday 


llow Song since your mailing list has 
been revised? It ought to be done 
twice a year. For a small sum your 





postmaster will bring it right up to 
date. The postal laws provide for this. 
Why not see him about it today. 


9. Wednesday 


Select 3 good bargains in Men's 
Shoes and feature them in tonight's ad 
as specials for the remainder of the 
week. Give your ad a “sale” appear- 
ance for most of your competitors are 
probably having sales and advertising 
them. Your ad must put over the idea 
that you have BARGAINS too! 


10. Thursday 


Give one entire window to your 3 
men's specials and make it look like a 
“sale” window! A postal card to the 
men on your mailing list, telling them 
briefly of these three bargains, will help 
sales too. 


4 


11. Friday 


How about your advertising cut ser- 
vice? Now's the time to consider 
whether you want a better one before 
the fall season begins. Run an ad 
tonight on your men’s specials—and a 
small style ad on one or two of your 
best selling women’s numbers too. 


12. Saturday 


Have a box of cigars handy and pass 
them out to your men customers today. 
It’s a little thing to do but it makes a 
“hit” with most men. A good value in 
men’s hose featured on a table near the 
door and called to the attention of 
every man will produce some extra 
volume today. 


14. Monday 

Keep your windows changing this 
month. July is a month of sales in all 
lines. Women are downtown fre- 
quently, and they should always see 
something different and_ interesting 
when they pass your windows. Atten- 
tion to this will help July sales mate- 
rially. 


15. Tuesday 


A good day to go through stocks and 
make note of all numbers on which 





49 





Use these for 
your “specials” this month. This will 
help work stocks down before Clear- 
ance time. Make your regular month- 
ly inspection of the store for Fire and 
Accident hazards. 


stocks are too heavy. 


16. Wednesday 


A good day to send out that letter 
suggested on another page, telling your 
trade that although you are not having 
a July sale there are some REAL 
VALUES in lots too small to adver- 
tise, and that you want your regular 
customers to have first chance at these 
bargains. 


17. Thursday 

For the rest of the week offer sev- 
eral BARGAINS in Children’s Shoes. 
Put in a snappy window featuring these 
numbers today. What about material 
for your Fall Opening window trims, 
and your fall interior trims? It’s time 
to be ordering what you will need, 


18. Friday 


Tonight run a big ad on your chil- 
dren’s shoe specials. Head it—‘Boys 
and Girls! An Ice Cream Soda With 
Every Pair of Shoes Tomorrow!” 
This will get all the youngsters talking 
for new shoes! Freshen up ALL your 
window displays for Saturday, too. 


19. Saturday 


Arrange with some nearby soda foun- 
tain to honor the orders you issue to 
youngsters today for ice cream sodas. 
3etter have two or three good values in 
Women’s Shoes and Hosiery displayed 
to catch the eye of mothers who come 
See that the sales- 
every 


to the store today. 
men 
woman. 


suggest these values to 


21. Monday 


Today would be a good day to put 
in a STYLE window of the newly ar- 
rived women’s shoes, with a card sug- 
gesting “Here Are Advance Fall Styles 
in Time for Vacation Wear.” It’s not 
too early to suggest fall. 

[TURN TO PAGE 78, PLEASE} 

































How much more fun we would 
get out of our radio sets if some- 


one could just get rid of Static. . 
1 
1] y 





How much more profit there is 
for everybody concerned when 
independent wholesaler and _in- 
dependent retailer work together 
to get rid of the static in their 
business. 
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Sets rid of | —& 
| Sdadde rs 


in Your 
Store 


EVERYBODY for himself and the 
devil take the hindmost never was 
good policy. Too many are left hind- 
most. 









Vv 
Vv 


™ You have a right to expect more than 


goods for the money you pay out. You 
have a right to expect help in making a 
profit—help in solving your problems. 
And you get such practical help from a 
group of highly trained retail special- 
ists, at no cost, when you concentrate 
with Brown. Talk to the Brown sales- 
‘. man or write us for details. 


Wows Saoe Gowgainna, 


Manufacturers St. Louis 


ild 
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Inerease Juvenile Sales 
by Featuring Famous Gro-Corp 
Boy’s KIcKER-TOE SOLE! 


ERE’S a boy’s sole that appeals instantly to 

both boys and their parents. It’s the popular 
GRO-CORD KICKER-TOE SOLE, famous for its 
“cord-on-end” construction at the toe where the 
hardest wear comes. 


There’s Only One GRO-CORD— 
Costs Less—Wears Longer 


Boys like them because they can “out-scuff” the 
other boys — parents like them because it means 
longer life and greater shoe-economy due to 
the super-tough, longer- wearing quality of this 
new and superior construction. Sell these Boy’s 
KICKER-TOE SOLES and watch both boys and 
parents come back “next time” for more shoes 
with GRO-CORD Soles and Heels. 


Cord Tire Wear in Every Pair! 


There’s a GRO-CORD Non-Slip Sole and Heel 
for every kind and type of shoe. GRO-CORDS 
are used by 85% of America’s leading shoe 
manufacturers. Because GRO-CORD quality is 
nationally advertised it is inducing thousands con- 
stantly to demand GRO-CORD Non-Slip Soles 
and Heels. By all means, tell your customers that 
you sell shoes with GRO-CORD Soles and Heels. 








Boy’s KICKER-TOE 
The above magnified view shows 
the unusual and rugged construction > 
built to withstand the hard usage that 


children give the toes of their shoes pan 


Edge 








— 


WARNING: Those persons infringing 
our patents or naming their products 
to mislead the public on the GRO- 
CORD trade mark will be prosecuted. 











Se 


Cy Cp 
Sissy ins 


NON-SLIP 
SOLES AND HEELS 








The Munson Woman’s 


LiMA CorD SOLE AND HEEL CO. = Te Munson Heavy Duty urveny- anngaed 
Service Sole with thenew A popular, long-wearing 
Dept. 6G-A + Lima, Ohio cord-to-edge feature gives sole for women in sizes 
surprisingly long service. 2 to §. Various colors. 
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off-black browns. 


Textile Color Card. 





The New Castle 


clam les b request to : 1702 -100 
ples by red 























ig (Calking YA New ein i, Fall 


Caoba—because it’s dark enough to wear with 


Caoba—because it has a plum undertone that 
harmonizes with the midseason browns 
of Patou and Lelong, and with the 
“Salvador” and “Bison” ranges of the 


Caoba—because it’s the perfect complement to 
all reds, wines, and blackberry tones. 


(- CQlour 20 
-aoba——Wolour 2\ 


Lal 1er Q,, Gre. 


old Street, (New York 
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t- P Shaped Heel }:- 
HEEL | Car-=- ape ee al 
SLIPPING hte: = 
Pes NOW POSSIBLE ; 
vreacje MaRK ® 
n 
; 
Slipping at the heel has long : 
been one of the most common 
and troublesome of shoe faults. 
In most cases this is caused by ; 
lack of flexibility in the inner- 
sole. The permanent flexibil- 
N 
ity of Onco Innersoles prevents = 
this. Make your shoes more x 
THE PERFECT INNERSOLE comfortable by minimizing - 
PERMANENTLY —enianin oe friction at the heel with the e 
FLEXIBLE WEIGHT “ 
UNIFORM ey eye = 
ae Pp sctagae ll Pastime extra flexibility of Onco Inner- . 
RETAINS ITS oe, Sree WILL NOT x 
SHAPE ° DRAW THE FEET soles. 5 
FOUNDED 1852 a 
ortland, Maine Xe 
BRANCH OFFICES: r 
"233 Broadway” 76° Linesin Strest 110 So. Desrborn ‘Street . 
1023 ‘Candier Bids. 101% Areas Bid. 1620 Oliver’ Bids. a 2 
“3s Sutter Street 36" Piymouth Bldg. S00! New Birks Sas. * © 
Boot 
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SHOES 





Make Turn Shoe Profits 
With Prophylactic Shoes 


You may have to explain 
to your customers why 
Prophylactic Shoes are 
better—in materials and 
in shoemaking—but you 
don’t have to tell them 





Prophylactics are better 
in style and fit. They 
— aie know that from the first 
o. —Black Ruby Kid—8$4.50 , ~ 3 a7 
1 No. 170—Black Ruby Kid—®3.75 
Ne. 350-G9—Mede Beige—O6.55 moment they try on a Ne. 170-1—Patent Leather—@3.76 
Sates Kaets Eye Saaty Seat, pair. This summer as Newport Last; 14/8 Lea. Heel, 
AAA, AA, A, B, C. “ee 


never before styles in 
women’s dresses demand 
the lightness, the dainti- 
ness of turn shoes to go 
with the new silhouette. 
Prophylactic Shoes will 
give you extra profits if 
you stock them in a large 
enough variety of sizes 
and widths to fit your 
customers. Size up now 











No. 256—Black Ruby Kid—S83.85 z 
No. 256-3—Span. Brown Kid—83.85 —before it is too late. No. 236—Black Ruby Kid—®3.85 
Spencer Last, 14/8 Lea. Heel, Newport Last; 15/8 Lea. Heel, 
ae he ee _—— Send your order to the an. & © O, Beus ce. 
nearest Ault-Williamson 
office, or write for the 
new summer catalog. 
IN STOCK 
St. Louis—Auburn 
THE 
MODERN 
actic 
acc uv sat. ore 
No. 242-6—White Grain Kid—83.85 lh, No. 197-3—Span. Brown Kid—#4.60 
Newport Last; 15/8 Wood Heel, “Sibeont” vs oe Newport Last; 14/8 Wood Heel, 
AA, A, B, ©. 14; &, & S 
TURN SHOE SPECIALISTS 
Manufacturers of Constant Comfort and the Modern Prophylactic Shoes 
AUBURN, ME. ST. LOUIS, MO. 
(Factory and In-Stock Dept.) (In-Stock Dept.) 
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Gor sHogs are better 
than par if they are equipped 
with Diamond Brand Visible 
Fast Color Eyelets. Good shoe- 
making is apparent for such an 
important detail is seldom over- 
looked by makers of quality 
footwear. . . The lustrous finish 
of the Fast Color celluloid sur- 
face adds to the distinction and 

elegance of the leather. 


wBER 2 
> % 





— 


DIAMOND BRAND Visible FAST COLOR EYELETS 
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burnt con 


per broton 








cali ; 




















The range of brown shades in cos- 
tume fabrics and furs for the Fall and 


winter of 1930 is highly significant. 


Burnt Copper is a lustrous dark brown 
kid that is brown clear through. A 
color note in footwear that comple- 
ments many of the new brown 


textiles. 


IT IS OBVIOUSLY SAFE TO EXPECT 
A VOLUME DEMAND FOR 


BROWN 


Amalco and Amalac for trimmings 





and combinations. 


















AMALGAMATED LEATHER COMPANIES, INC. 


Offices: 319 Arch Street, Philadelphia—Factories: Wilmington, Del. 
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¥BEC 
Burnt Copper No. 76 = Shamrock No. 540 LKID\ 
Bunny Brown No. 122 Lapis Blue No. 159 QS 


Pecan Royale No. 375 Fuchsia. . No. 265 
Domingo . . No. 93 Black Satin Kid 
Thistle Taupe No. 407 Black Mat 


SAMPLE SWATCHES ON REQUEST 
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INDIVIDUAL IMPORTED WOVEN SHOES 
OF THE BETTER KIND 


} FOR IMMEDIATE DELIVERY 
















No. 366 No. 522 
All White—White and Black Comb. Ivory and Beige Comb. 84.25. All White—White and 
ey Ge Ae OP Wl. 006000dsescwessocoesced $4.50 Black Comb. Runs—36 pairs, AA to Ii........ eee eee $4.50 


SALIENT FACTS: 


Imported—but details and lasts are American. 

Hand woven—Flexible Littleway Soles—Koh-i-noor snap buckles. 

Cool, airy and Comfortable open weavings. 

All made abroad exclusively for us—Not another importer in America has them. 

Your patrons will appreciate them—no shoe fashion in years has been so much in demand. 
Shipments now arriving and are 36 pairs to a carton. Terms—2%—10 days E. O. M. 





No. X366 No. X469 
All White Levor Kid. Runs—36 pairs, AA to B........ $5.25 All White Levor Kid Runs—36 pairs, AA to B...... $5.75 














FENTENTE IMPORT/ CORP? 


47 West 34th Street 
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PULL WINDOWs 


Our monthly display card service with price tickets not only gives the alert merchant more 
for each dollar invested, but supplies him with a colorful set of display cards timed each 
month to meet his window trim requirements. Make your “‘bait’’ attractive! 

Window displays without cards are similar to holding a shoe in your hand before the cus- 
tomer, but saying no word about its Quality, Style, or Fit. Don’t fish with an empty hook! 
We save you time in making your price tags. Monthly card subscribers are supplied with 
price tags each month to match the display card sales messages. 


FREE PRICE TICKETS 


are supplied with our monthly window card service. We supply with monthly service No. 1 and 2 
100 blank tickets printed on stock to harmonize with each month’s card service (or with hand-lettered 
prices imprinted—50c per month additional). 








_ Price Tickets—In Stock Special Offer—for Clearance 
A new price tag each month—Samples on request— wo orn lots of 2 color omy tags from several preceding months 
™ " ckets—64 rice oO seie om—while e 
24 Doz., $4.00; 12 Doz., $2.25; 6 Doz., $1.25 (Minimum fa nogh pon ¥ Chek me 9 b. Ay R —— 





















I NOW READY 
JUNE CARDS APE 
(3 Col Bine—~Ge Black) Appr Opriats 
—7 x 12 Shoxs 
a necessity 
on the 
SINGLE SHOW re 0? Cin 
ARI ) or att 
. S each , €LUB 
(Either with or without text) 








Check With Order, Above illustrates one of 


Please the June  cards—dainty, 
colorful—blue board, green 
water color imprint, text 


Select any subject below by number in black 





TEXT OF JUNE CARDS 





WOMEN’S: 


1—Honeymoon Shoes. 

2—Snappy ties for street wear. 
3—Green, a new color mode— 
4—Pumps enhance the beauty of arch— 


MEN’S: 


5—Smarten Up Men—lIt’s time for tans! 
6—Appropriate Shoes—a necessity on the links, or at the club. 


GENERAL: 


7—Enjoy natural foot comfort in these oxfords. 

8—The great open spaces—hiking, riding, motoring, golfing— 
9—This store—shrine of footwear fashion, and of personal service 
10—Very Smart for Sportswear. 

11—For Golf and the Club—Brogue effects. 


12—First act on the summer program New Footwear. 

















15—Chiffon De Lux. 


—— 
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Above shows our modernistic card holders, 13—Graduation Footwear. 
gold with black trim (3-color festoon base CHILDREN: 

Steer al ine Ghaee came mamma —- wl pe! Aas marching home—or Jenny—our shoes lok 
with the finest of window display fixtures HOSIERY: 
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“Sto 


Gre 


Boot 
comb 








re OE 
+h 

Service 
s No. 1 
c! > 5” 





h 
Monthly additional). 
Service 
2 No. 2 8 cards 
d $ 4 100 blank price tickets 
4 card holders 
Monthly 


“Store Window Bulletin” 
offers merchandising and display suggestions 
each month. 


Special Cards 


to meet some individual store need. 





Additional Card Holders 
supplied at nominal charge. 





The Stand-up Ticket 
All Regular and Clearance Sale Prices. 


Any prices wanted 25c to $22.50—Green Border 
Any prices wanted 85c to $14.00—Orange Border 


6-doz. odd lot 
assortment $1.10 
12 doz.—$2.00 
24 doz.—$3.50 

12 each of 6 prices 85c 
12 doz.—$1.50 
24 doz.—$2.50 

1 doz. of one price 15 

Cash or stamps with 

order 





Comes in either Orange or Olive 
Green Border—Black Figures 
(Actual Size) 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago 
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SHOPPERS IN 





12 hand designed cards each month, each with different sales mes- 
sages, printed in attractive colors, size 7 x 12 inches; with 100 
blank price tickets to harmonize with service cards each month (or 


with prices imprinted, selection of prices as wanted, 50c. per month 
Also 6 card holders with first month's service. 


Service 

No. 3 

$ c 
Monthly 


6 cards 
50 blank price tickets 
2 card holders 


Added Features 


Exchange of Cards 
The privilege of exchange of current month’s 
cards is available to annual card service members 
who may find listed card texts (abbreviated on 
page opposite because of space requirements) 
which better cover their merchandising program. 


COUPON 


BOOT AND SHOE RECORDER, 
189 W. Madison St., Chicago, Iil. 


Please enter our order for the Recorder “Sell- 
ing Messages” card service No. for one 
year, consisting of ————cards, each month and 
art card holders, with the first month’s 
service, beginning with cards for June for 
which we will pay $——— per year, payable 
$——— per month. 

For cash in advance full year’s service, 5% dis- 
count. 

(If for any unforeseen reason we wish to discon- 
tinue service before expiration of order, we agree 
to pay $1.00 per month additional for each 
month’s card service delivered and agree to re- 
turn card holders.) 

We sell Men’s, Women’s, Children’s shoes and 
hosiery. (Cross out lines not carried.) 

Printed Price Tickets:— 


fam fom fam £ —_——— 


I lr re Lathe pigs Se 








i CRUC CE ee onde beC en Teas amen 














to Gain 
Extra Earnings 


HE mark of a modern 

business . . . making prog- 
ress... is a prestige-building 
electric sign out in front. 





Every Flexlume is designed 
and built to reflect ... by day as 
well as by night .. . the quality 
of merchandise and service of 
the business it makes prominent 
for blocks up and down the 
street. Thousands of Flexlume 
Window sign of brillient Flesiume owners profit daily because of 
oe a ee this policy . . . one concern re- 
cently closed a $6500.00 order 
“solely on the quality impres- 
sion of its Flexlume electric.” 



















TP: 











EEE PEE TT HY | 


You, too, can expect new 
earnings from a Flexlume day- 
and-night electric. Whether you 
prefer the brilliance and color 
of neon tube. . . clear-cut raised 
glass letters, illuminated from 
within .. . flashing, spectacular 
exposed lamps . . . or modern 
combinations — you will find 
Flexlume values greater. Mil- 
iilisiaaeanieaee lion-dollar financial _responsi- 
ently effective DAY bility assures dependable ser- 
economical combination Vice. 


of clear-cut raised glass 
letters with penetrating 


ee Seer. NEON TUBE... RAISED GLASS LETTER... 
EXPOSED LAMP OR COMBINATIONS 








PEP PEP ery Fy 






1am 






ims 








a 





POTS 
(SAT AEICAIS\ 


FLEXLUME 


CORPORATION 


Talk over your electric sign needs 
with a trained Flexlume representative 
in your city; or write us to submit, 
without obligation, color sketch of an 
electric to fit your exact needs. FLEX- 
LUME CorpPorATION, 1016 Military ROVER 
Road, Buffalo, N. Y. SEZ 












SALES AND SERVICE OFFICES IN CHIEF CITIES OF U. S. AND CANADA 
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The TRAVELING 
SHOE SALESMAN 


< < ad 


IDNEY J. ZEFFERT is now with 
Chapman-Cox, Inc., of North Eas- 
ton, Mass., with the president of which 
company, George Chapman, he will 
help style and sell the output of the 
factory. Manufacturing supervision 
will be carried on by Fred Cox, the 
other member of the firm. Mr. Zeffert, 
who has been with the Brockton Shoe 
Manufacturing Company of Holbrook, 
Mass., for eight years, will continue to 
maintain his office in the Marbridge 
Building, New York City, Room 430, 
where the full line will be always on 
display. 





INSLEY RAGLAND, representa- 

tive of the Brockton Shoe Manu- 
facturing Company, is starting on his 
fall trip next week. Mr. Ragland calls 
on the volume trade for his company, 
making all of the larger points South 
of Washington to and including New 
Orleans, La., and as far west as 
Memphis, Tenn. Mr. Ragland has 
charge of the company’s local offices 
at 240 Peachtree Arcade Building.— 


(UTPS). 





EORGE DAVEN of the Best-Ever 
Slipper Company, Brooklyn, who 
travels Long Island, New Jersey, Penn- 
sylvania, West Virginia and the met- 
ropolitan area, expects to start his fall 
trip some time within the next few 
weeks. 
He is at present working in New Jer- 
sey and reports that business shows a 
decided improvement. 





HE Sam B. Wolf Sons Co., Cincin- 

nati, makers of the “American Girl” 
arch Support Shoe for women, an- 
nounce that Dick Richard is now cov- 
ering Ohio, Michigan and _ western 
Pennsylvania in their interests. Mr. 
Richard, who was formerly with The 
Roth Shoe Mfg. Co., Cincinnati, is 
wéll-known throughout the country in 
the retail shoe field. 





E. NETTLETON CO. have re- 
e moved their New York City 
sample rooms from the Roosevelt Hotel 
to a more commodious suite in the 
French Building, 551 Fifth Avenue. 
William E. Wilson and J. M. Faulhaber 
are in charge. Both Nettleton and 
Miller-Cook shoes will here be shown 
under more auspicious circumstances. 





HE California Shoe Travelers’ As- 

sociation, under the leadership of 
President Solly Schweitzer, now has 
fully equipped club rooms for its mem- 
bers and visiting guests in the Pacific 
Building, San Francisco. Rooms 645 
and 647 have been fitted up as head- 
quarters for formal and informal meet- 
ings. 
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James D. Boyle 


AMES D. BOYLE, well known 

among shoe travelers in the eastern 
part of the country, has joined the sales 
force of the Lape & Adler Company of 
Columbus, Ohio, and is to act as their 
eastern representative, selling the Foot 
Friend line. Prior to going with Lape 
& Adler, Mr. Boyle was with the Red 
Cross Division of the United States 
Shoe Company of Cincinnati, Ohio. 





W H. BYRNES, formerly a mem- 
* ber of the sales force of the 
Nunn, Bush and Weldon Shoe Co., of 
Milwaukee, is now covering New Eng- 
land, his old territory, for the Red 
Cross Division of the United States 
Shoe Co., of Cincinnati. Another ad- 
dition to the same sales-force is E. E. 
Moyars, who will carry Red Cross 
shoes through the Southern territory. 
Mr. Moyars, whose home is in Rich- 
mond, Va., at one time traveled for 
Field Bros. & Cross, of Auburn, Maine. 





Northwestern Travelers 
Are Urged to Insure 


NSURANCE work of the Na- 

tional Shoe Travelers’ Asso- 
ciation was strongly stressed at 
the regular meeting of the North- 
western Shoe Travelers’ Associa- 
tion, held recently in the associa- 
tion headquarters in Minneapolis. 
The meeting was presided over 
by President Frank Bailey, who 
urged that all members of his 
local association take out policies 
under the “National” plan. 
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NEWS 
of the ROAD 


NUMBER of Flexridge shoe deal- 
ers from various important cities 
throughout the country recently at- 
tended a meeting at the Hotel Gib- 
son in Cincinnati to choose their fall 
line. Samples were submitted by W. 
J. Harney and his assistant, Gene Wa- 
goner. The Flexridge salesmen were 
also in at the same time and while 
everyone was busily engaged on de- 
cisions for their fall orders just enough 
entertainment was slipped in to make 
every man enjoy his trip immensely. 
One of the outstanding features of 
this meeting was the shoe and bag en- 
semble worked out by Harold Rickel- 
man of the Buffalo factory. Mr. Rick- 
elman has made an intensive study of 
the bag proposition and is thoroughly 
conversant with it. The samples which 
he submitted to match the various 
shoes created quite a lot of favorable 
comment and were welcomed enthusi- 
astically. 





W. WHEELER is now covering the 

® State of Texas for The Herold- 
Bertsch Shoe Co., Grand Rapids, Mich. 
Mr. Wheeler formerly represented The 
Harsh-Chapline Shoe Co. 

Another new member of the Herold- 
Bertsch sales force is H. A. Luff of 
Salt Lake City, now representing “The 
Torson Shoe” in Montana, Idaho, Utah, 
Colorado and Wyoming. 





J. STILSON, sales manager of 

*Respro, Inc., of Providence, R. LI., 
is on a three-month trip to Europe, 
where he plans to work with the com- 
pany’s agents in England and Ger- 
many and to visit all the leading shoe 
centers. 





T= firm of Louis Sperlin & Sons 
has been appointed New York sales 
representative of the Kessler-Levin 
Shoe Manufacturing Co., of Baltimore, 
Md., manufacturers of the “Castle 
Shoe.” This company makes turn foot- 
wear in the higher grade. 





HiABeY SPELDERS of Buffalo, for 
five years representative of the 
Hood Rubber Co., has joined the sales 
force of J. W. Carter & Co., of Nash- 
ville, Tenn. He will travel through 
Western New York State. 





| VEnee HITCHINGS has joined 
the sales staff of the Delmark 
Shoe Co., 91 Willow Street, Lynn, 
makers of style shoes for women, With 
a new sample line, he is traveling 
through the west. 





P M. PROSSER, Chicago sales rep- 
eresentative for Enna Jettick shoes, 
has announced that the Chicago display 
room has been removed from 1811 Re- 
public Building to 6 W. Randolph St., 
Room 400. 





















“Dalla” 


NuMode Process 
20/8 Heel. 


B466—White Linen 
$4.50 







B553—Beige Linen 
$4.50 





































“Regent” 


Special Process 
20/8 Heel. 


B472—White Linen 
$4.35 





Special Process 
20/8 Heel. 


B469—White Linen 
$4.50 





“Tibre Sandal’ 


NuMode Process 
12/8 Heel. 


B543—Beige Linen 
$4.75 















“Rayo” 
NuMode Process 
20/8 Heel. 
B463—White Lintong 

(Linen) $4.75 


IN STOCK 


Linen Shoes 
very desirable 
for Tinting 


Shoes that can be dyed to match 
the Summer Gowns are in big de- 
mand now! Meet this demand with 
Menihan’s Linens. They’re IN 
Stock. 


Send us your order today. 


NOTE: You should be receiving our weekly 
In-Stock Catalog of newest and most up-to- 
date styles. Mail your order today and 
we'll put you on our mailing list. 





SIZES 
BE cievecndesecseenwgwesud 5 to 8 
BE te hen bbe enaceenae reaee 4% to 8 
errr eer eT eee 4 to 8 
Ear nem on meee crepe 3% to 8 
De susevre sense ses deeweseocew 3 to 8 


Terms Net 30 Days 


Twenty-five cents additional for orders 
of less than three pairs. 











The Menihan Co. 


In-Stock Department 


ROCHESTER, N. Y., U. S. A. 
Makers of Menihan Arch-Aid Shoes 





“Coralie” 
NuMode Process 
18/8 Heel. 
B554—-Beige Linen 
$5.25 


NuMode Process 
20/8 Heel. 
Embroidered Vamp 
B464—White Linen 
-75 


“Rayo” 
NuMode Process 
16/8 Cuban Heel. 

B489—Beige Linen 

$4.75 





“Vardo” 
Special Process 
16/8 Cuban Heel. 

B468— White Linen 
-50 





~-Riquette” 
Special Process 
16/8 Cuban Heel. 
B556—White Linen 
$4.50 
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,ATIONAL NEWS 


SATURDAY, JUNE 14, 1930 


EVERY WEEK 








Sudden Change to 
Summer Speeds 


Up Chicago Sales 


CuHiIcaGco (UTPS)—As Chicago re- 
tailers anticipated, this district was 
suddenly plunged last week into ex- 
treme midsummer weather with the 
temperature hovering around ninety 
degrees. Everywhere, one sees win- 
dows crowded with warm weather 
shoes; white kids, blonds and beach 
sandals. Merchants are smiling and 
clerks are busy, and it seems as though 
the trade is about to enjoy the long 
awaited upward swing. 

In the face of the above facts, one 
of Chicago’s big banks, the Central 
Trust Company of Illinois, offers a sig- 
nificant warning and forecast. 

“Business is riding under such close 
sail at present,” says the bank in its 
monthly digest of business, “that there 
is danger it will miss the first breeze 
of recovery, which even now is spring- 
ing up. Those business men who ac- 
cept the current rumors of the street 
that general business is dull may find 
themselves in a difficult position when 
the hoped-for orders arrive. A consid- 
erable number of important concerns 
have reported to us their inability to 
take prompt care of orders now being 
received. The prevailing idea that 
business cannot improve until fall is 
already causing some business losses.” 

While no business boom appears to 
be in prospect, the consumptive demand 
of the people must be met and it is 
clear that the general buying power is 
not subnormal to any marked degree 
at this time. 

Further increases in outdoor em- 
ployment will augment consumer de- 
mand and midstmmer should be even 
better than the earlier months of the 
year for both shoe manufacturer and 
retailer alike, according to well in- 
formed observers here. 

Shoe sales are gaining and there is 
no question about it. Total sales of 
twenty-six (26) retail shoe dealers 
and the shoe sections of twenty-nine 
(29) department stores gained 36% 
per cent in April over March, and ex- 
ceeded those of last year by 21 per 
cent, but the aggregate for the four 
months of 1930 showed a decline of 
5% per cent from the same period of 
1929, according to the Chicago Federal 





Reserve Bank’s monthly survey. 
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Motions Argued in Coward Suit 


Relative Importance of Coward Ability and Grossman Shoe- 
making in Building Former’s Retail Success Looms 
as Interesting Issue 


New YorK—Following a lengthy ar- 
gument on two motions in the litiga- 
tion between the Coward Shoe, Inc., 
and Julius Grossman, Inc., shoe manu- 
facturers and others, Supreme Court 
Justice Lydon on Thursday of last week 
reserved decision in the case, which 
is being followed with close interest in 
the shoe industry, not only because of 
the prominence of the parties, but also 
because a number of issues of recog- 
nized importance to shoe manufactur- 
ers and merchants are involved. 

A motion by George Z. Medalie, rep- 
resenting Coward, to consolidate the 
action brought by that concern with a 





Sports Shoes for Business 


NEW YORK—Shoe merchants 
and men’s apparel stores here are 
encouraging the growing prac- 
tice among New York men of 
wearing sports types of shoes to 
business. It is felt that this will 
increase pair sales of men’s 
shoes during the summer months. 

An advertisement by Weber & 
Heilbroner last week illustrated 
six styles of men’s sports shoes 
as suitable for business wear. Un- 
der the caption “Down to the 
Office in Sports Shoes,” this ad- 
vertisement said: 

“A check-up in front of the 
Stock Exchange between the 
hours of 9.30 and 10 showed 15 
young blades wearing sport shoes 
like the ones shown below. A 
similar census at Grand Central 
revealed 22 Westchesterites in 
favor of this vogue. We suspect 
that the smartness of our Net- 
tletons and Bostonians had a lot 
to do with popularizing this fash- 
ion. Cool to wear...cool to 
look at....these sport shoes 
have the same refreshing effect 
on the mind.” 














previous action by Grossman was 
agreed to by Frederick Hemley, of 
House, Grossman & Vorhaus, attorneys 
for the Grossman interests. The ar- 
gument before Justice Lydon, therefore, 
was limited to a motion by Mr. Medalie 
on behalf of Coward for an injunction 
pending trial of the case to restrain 
the Grossman interests from alleged un- 
fair competition in an effort to appro- 
priate the good will and commercial 
value of the Coward name and a mo- 
tion made by Grossman attorneys to 
restrain the Coward organization from 
representing that shoes sold by the 
Grossmans are imitations and that the 
only places where shoes such as those 
heretofore sold by the Coward stores 
can now be obtained is at those stores. 

The arguments of Mr. Medalie for 
the Coward concern and of Mr. Hem- 
ley for the Grossman interests delved 
deep into the past and started with 
the beginnings of the two firms which 
later developed into such important fac- 
tors in the manufacturing and retail 
branches of the shoe industry. The 
main facts as to the intimate business 
relations established between James 
Coward and Adolph Grossman were sub- 
stantially agreed upon, one of the chief 
points in dispute being the relative part 
which the abilities of Mr. Coward, his 
organization and successors, on the one 
hand, and the merits of the Grossman 
product, on the other, played in the 
success of the retail enterprise estab- 
lished by Coward. 

Mr. Medalie contended that the Cow- 
ard business was a large and flourish- 
ing enterprise when the Grossman con- 
cern was small, and that Mr. Coward 
in fact advanced loans on two occa- 
sions to enable Mr. Grossman to ex- 
pand his business and increase his fac- 
tory facilities. 

On the other hand, Mr. Hemley con- 
tended that Grossman was already mak- 
ing orthopedic shoes for Jantzen and 
other recognized orthopedic stores when 
he was approached by Mr. Coward and 
asked to make shoes for the latter. He 
claimed that Coward at that time was 
operating a small store with two sales- 

[TURN TO PAGE 74, PLEASE] 











“Knowledge Is Power’’—there’s a true quotation for you. 








The Knowledge that the 


ELAMWAY 


(Cemented Soles) 


FOOTWEAR 


Can Build a More Profitable Children’s Business Is a Power in Itself 





Answer this Question: 


Why keep on offering Mothers old types of Children’s Shoes when Elamways—the Tackless, 
Stitchless, Smooth Sole and Better Method of Shoemaking—may be sold at no higher price? 





Many Hundred Dealers 
are building a permanent and 
better paying business by 
Featuring ELAMWAY Im- 
proved Process shoes for In- 
fants, Children and Big 
Children. 





Extra Flexible Soles attached 
by cement and perfected by 


the use of the MECO LAST- 


“ - ih 1 
B8054—Pat. Vamp and foxing; Cham- ING MACHINE. B3836—Tan Elk, Lite Smoke Elk Trim; 
pagne Kid Top; Pat. Trim; Elamway. 5-8; 8'-11; Elamway. 





Answer this Question: 


Why keep on offering Mothers old types of Children’s Shoes when Elamways—the Tackless, 
Stitchless, Smooth Sole and Better Method of Shoemaking—may be sold at no higher price? 





Study ye Olde Way —and then Elamway 
ELAMWAY 
Trade Mark 
> eee 2-5 
0, 5-8 
Wrinkled linings and soles tacked, Big Child’s 81%-11 Smooth linings and NO tacks, 
stitched or nailed on, that hurt and stitches or nails. Soles CANNOT 
soon come off. come off. Good for the feet. 


F. S. ELAM SHOE CO., Inc. 
Rochester, New York 


Factory A Factory B 
Fred S. Elam, Manager Byron M. Elam, Mgr. 
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Cincinnati Operating on Profit | 
Basis; May Shipments Heavy 


CINCINNATI—The shoe business, since | 
the first of the year, has seen its peaks 
and valleys in production, but taking | 
all in all the industry has operated on | 
a fairly profitable basis, and if every- 
thing runs as smoothly through the} 
summer as manufacturers expect, the | 
volume of business for the year will | 
approximate that of last year. | 

Shipments since Easter have been 
very heavy. Lots of whites for June | 
and July sales were made up and | 
shipped during the month of May, and | 
there were also good sized shipments | 
of colored footwear. Beige and sand 
are the most popular colors, and a! 
great deal of mat kid and patent are 
being shipped. 

Lizard and snake are still being used 
quite extensively for trimming, but the 
reptile popularity is waning insofar as 
sales for summer are concerned. In the 
retail district it is reported that quite 
a few reptiles are being sold, but mer- 
chants apparently expect colored kid | 
to supplant reptile when the weather 
gets warmer. 

There is an increased demand for 
braided and laced vamp shoes, and in- 
stock departments are doing a very 
g - business on these types of san- 
dals. 

A number of the factories are mak- 
ing up samples for fall, and, judging 
from those already completed, the styles | 
will not be radically different from | 


those of spring and summer. | 


Hanan & Son to Have Seattle 
Store 


SEATTLE—Hanan & Son have taken | 
a fifteen year lease on a storeroom in | 
the new Pine Center Building, Pine, | 
Fourth Avenue and Westlake, Seattle. | 
The rental over this period is approxi- | 
mately $300,000. The new store will 
be ready by Aug. 1, according to H. A. 
Ballentine of San Francisco, manager 
of the Pacific Coast district, which al- 
ready has stores in Los Angeles and 
San Francisco. In keeping with the 
general policy for Pine Center leases, 
the Hanan lease carries a percentage 
clause, calculated to give the building 
owners increased rentals as the busi- 
ness grows. 


Wolock and Bauer Feature 
“Pump Week” 


CHIcAGco (UTPS) —Wolock and 
Bauer are featuring “Pump Week” in 
their salon and exhibiting some beauti- 
ful new creations in new materials and 
colors. One is impressed with the great 
number of models showing the square 
throat, which seems much in demand, 
and also very noticeable is the trend 
back toward short vamps. 

The advertisements play up _ the 
short vamp feature to the fullest ex- 
tent bringing out the fact that the 
styles have been created expressly “to 
make every foot appear at its smallest 
and smartest.” 

Stevens is showing some exceedingly 
new models in a combination of im- 


ported Raffia with enchanting flower 
designs, and linen quarters in all pas- 
tel shades. They report that they have 
had extensive calls for these shoes. 
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tion with whom con- 
tact, from the highest officials down 
| and is assured of their complete co- 
operation. 

Mr. Gentry was born in Columbia, 
Missouri. He attended the Missouri 











New St. Louis Department 

















Beautifully appointed new shoe 


section in the store of Scruggs- 


Vandervoort & Barney, in St. Louis 








Hamilton-Brown to Continue, | 


Says Receiver 


suit for the receivership, the Judge 
saw fit to disregard all suggestions and 
without any previous intimation to 


, him, selected Mr. Gentry to fill this im- 


St. Louis 
William R. Gen- | 
try, receiver for | 
the Hamilton - 
Brown Shoe Com- 
pany of St. Louis, 
after making a 
thorough investi- 
gation of its af- 
fairs, has an- | 
nounced that the 
company is posi- | 
tively solvent and | 





will continue to | 

aye > sy 1S | 
Witten 0 Cantos operate under hi 
guidance. In a 

letter sent out to the Hamilton-Brown | 
salesmen, Mr. Gentry says: “Put at 


rest forever any rumor that this big, | 
well established and sound organiza- | 
tion will liquidate.” 

While only connected with Hamilton- | 
Brown for the short period of one | 
week, Mr. Gentry has won his way into | 
the heart of every one in the organiza- 
he has come in 


University, and did post graduate work 
in Paris and Berlin. He studied law 
at the University of Missouri. June 8, 
1930, marked his thirty-fourth anni- 
versary in the practice of law. 

Mr. Gentry came to St. Louis thirty- 
one years ago. His career here has 
been a very successful one. He has 
been connected with much important 
litigation, and has been attorney for 
several large railroad, insurance, and 
manufacturing organizations, includ- 
ing the Illinois Central Railroad and 
the American Car & Foundry Com- 
pany. 

When suggestions were made to the 
Judge of the District Court of the 
United States for the Eastern District 
of Missouri, by the principals in the 










portant position. 


Expand Shoe Section 


Str. Lours—Under the direction of 
Harold H. Underhill, manager of the 
shoe department, Scruggs, Vandervoort 
& Barney have not only expanded this 
department but completely remodeled 
the entire section. 

Thirty-five per cent additional seat- 
ing capacity has been added to the 
room, paneled in rich walnut, which 
conceals the entire shoe stock. The fix- 
tures throughout are of the same wood, 
including the columns, which have been 
paneled and mirrored. 

Two new departments 


have been 


| added to the shoe section—one, the new 


“Modette Shop,” where footwear priced 
at $7.50 will be sold, and the “French 
Room,” where more elaborate types will 
be merchandised. The “French Room” 


is smartly finished in a modernistic 
motif with fine taste and an inviting 
appeal. Display cases of plate glass 


and chromium metal are well placed 
about the department. Effective trough 
lighting is employed in a!l the cases. 

The entire floor covered with a 
taupe figured rug. The fitting chairs, 
modernistic in design, are upholstered 
in henna red. Throughout the depart- 
ment seats of colorful frieze have been 
tastefully placed. 

The interior fixtures in the cases and 
wall panels are of polished steel on 
ebony bases, designed in semi-modern- 
istic style. Separate wrapping desks 
have been installed for each of the de- 
partments. 

One of the additions to the children’s 
department has been the installation of 
an X-ray machine. A shoe shine and 
findings department has also been or- 
ganized and is located in the women’s 
department at the west end of the sec- 
tion. 


is 





” VACQIo aM: 
“SE 


PLAY “UME 


. and with it comes extra 






wear on juvenile shoes. 





Especially suited to this 





demand for extra dur- 
ability and comfort are 









shoes of Elko and  otHer NORTHWESTERN. 






LEATHERS 
. Deerskin. 7 eee ‘LL 
Rugby Newtan 
‘Kitchener Sootan ~ 








Best for sports and Smooth Sides. Elk Sides 





_ juveniles. 





NORTHWESTERN 
LEATHER; © 
"COMPANY. > 










TRUST 
BOSTON 
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Bright and Modernistic ! 




































Brilliant display windows and entrance in the modernistic manner fea- 
ture the Foot Friend shop opened recently in New York. 








Follows Modernistic Theme 

New YorK—The new Foot Friend 
Shop at 21 West 39th Street, New 
, ork, takes its cue from the times and 
ievotes its stock exclusively to a com- 
fort-shoe priced well within the “pop- 

lar” 

hich, incidentally, is independently 
wned and not factory-operated, explain 
their policy this way: ‘“‘We sensed the 
demand of the times and are answer- 
ig it. 

»mfort-shoes well styled, it wants them 
popularly priced as well.” 

Although Foot Friend shoes, made by 
Lape & Adler Company, Columbus, 
have been sold in New York before, 
this is the first time they have had an 
individual shop of their own. 





Grasso 


NEW YoRK—James C. Pape, former- 
ly of Henning Shoe Salon, has joined 
Manchell-Grasso, Inc., Cooper Square, 
New York. 


Harry B. Tove will be merchandising 
and advertising counsellor. 
The Henning Salon at 56th Street 


and Madison Avenue, which for twelve | 


years has attracted an exclusive clien- 
tele, was closed last week, and Henning 
models are now being featured at the 
shoe department of Bergdorf-Goodman 
on Fifth Avenue, in addition to the 
lines carried heretofore in that depart- 
ment. Howard Williams is buyer and 
manager of the Bergdorf-Goodman de- 
partment and he has engaged a num- 
ber of the former employees of the 
Henning Salon. 

_ Custom welts are also to be manu- 
factured by Manchell-Grasso. Inc., un- 
der Mr. Pape’s supervision. The firm 
1s to establish agencies throughout the 
country and an advertising campaign 
will be instituted. 
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Mr. Pape will design and | 
merchandise fine bench-made footwear. | 


range. The directors of the shop, | 


The public not only wants its | 


| Bust of Israel Miller Unveiled 


LonG ISLAND City, N. Y.—A_ bust 
of the late Israel Miller, presented by 
employees of the company to the mem- 
bers of his family, was unveiled on 
Monday at the factory of I. Miller & 
Sons here. The bust is the work of 
the distinguished American sculptor, A. 
Sterling Calder, and stands on a ped- 
estal of blue Belge marble in the re- 
ception hall of the large shoe factory. 

The ceremonies attending the presen- 
tation and subsequent unveiling of this 
bust were brief. A committee repre- 
senting the employees, headed by Ben- 
jamin Bark, made the presentation. 


Rabbi Israel Goldstein, of the Congre- | 


gation B’nai Jeshurun on W. 68th St., 


made a speech of acceptance on behalf | 


| of the Miller family. 


J. C. Pape Joins Manchell- | 


| Mrs. Israel Miller, Mr. and Mrs. George 





Immediate members of the family of 
the deceased who were present were 


Miller, Mr. and Mrs. Michael A. Mil- 
ler, Mr. and Mrs. Maurice Miller, Mr. 
and Mrs. Charles Miller, Mr. and Mrs. 
Irving Miller, Mr. and Mrs. Herman 
Wacht, Mr. and Mrs. Leo Sholtz and 
Mr. and Mrs. Benjamin Robinson. 
partment heads and officials of I. Miller 
& Sons were likewise present at the 
ceremonies. 


Award Window Prizes 


INDIANAPOLIS, IND. 
three prizes offered by Marott Shoe 
Shop for the best suggestions on “How 
to Improve the Show Windows,” was 
awarded during the week as follows: 
first price of $20 in gold was awarded 
Josephine Sinell, cashier in the chil- 
dren’s department; second prize of $10 
in gold was awarded to Fred Gleaner, 
salesman in the slipper department, 
and the third prize of $5 in gold was 
awarded to Arthur G. Brough of the 
stock department. 
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De- | 


(UTPS)—The 





_@ shoe that will pro- 
duce results if you 

_want to build business 

with men. 


An Arch Support 
shoe that really sup- 
ports, that is scientifi- 
cally made to hold 
up the bone structure 
of the foot. 


You can’t get by 
with a support that does 
not hold up the entire 
bone and fissue struc- 
ture of the foot. 


Brass rivets and paint- 
ed shanks don’t have 
much to do with sup- 
| porting the arch. 


| Results are 
| what men want. 


Write for the construction story of MUSE- 
} BECK DOUBLE-ARCH WEAR-STRAICGCHT SHOES, 





Patents 
Pending 
Copy- 
righted 





The Longitudinal Arch 


| (A) A thick insole with wedged heel seat 
supporting the oscalsis bone and center gravity 

| of the body weight. 
(B) <A special, wide trong, guaranteed 
Arch Support shank, wedge hape at heel, 
supports the inner and outer Longitudinal Arch 





SHOE COMPANY 


DANVILLE, ILLINOIS 




















No. 1955—Black and white Toyo cloth No. 1961—Blue and white Toyo cloth 
One-eyelet Tie with patent leather Center-buckle with blue kid trimming. 
trimming. Also in parchment and Also in parchment Toyo cloth with 
white Toyo cloth with parchment kid parchment kid trimming. Black and 
trimming. High and baby spanish white Toyo cloth with patent leather 
heels on each ’ wide—Sizes 3% crimming. High and cuban heels on 
to 8. Price $2.10 ) wide—Sizes 


BLEECKER SHOE CO., Inc. 
138-140 Duane St., New York City 


Boston Office: 216 Essex St. Philadelphia Office: 17 N. 4th St. 


——_~ Ar 


“Mary 
Ann” 


Novelty Footwear Now in 
Demand — In Stock 


7185—Patent, baby heel 
7186—Patent, high heel 
7187—Kaffor kid, baby heel.... 
65 7188—Kaffor kid, high heel.... 
kid, 7189—Blonde, baby heel 
e3t—Keft es, 7191—White, baby heel 
modified toe 2.65 7192—White, high heel 


LION SHOE COMPANY, Inc. 
118 Duane Street New York City 


Complete Line of Operas — Re- 
gent, D’Orsay and One Piece. 
914—Pat., baby hit, soar 

at., baby hl., modified toe.$2.65 
9T5—Pat., high hl.. modified toe. 2.65 
ee. baby heel, modified 


hr. ms 





ALWAYS A STEP AHEAD 
IN-STOCK 


Oxford. 
Rubber 


Sport 


Growing Girls’ 
i Panther 


Z 3 to 8&8, 

. 9/8 Heels. 
Light Smoke Tan Trim 
Dark Smoke Light Smoke 


Imported Czecho Woven Sandals 
Moulded Soles. 3/8 Cuban Heel, 
Kohinoor Snap. 

Trim All White 
White with Black Trim White Black 
White on White con ae Sw 


Tan with Brown Lizard Beige and Brown 
$2.15 $2.25 


Thalheim’s 
WEARWELL SHOE CO., Inc. 


141 Duane Street New York City 


- on wow 


~— 


White Kids 


in high grade turns 
In Stock 


AA-C 


7038 White kid, center buckle 
modified toe 20/8 Spanish 
heel turn $4.75 


7039 Same as 7038 
Spanish heel 


7042 White kid, Regent, mod 
ified toe 20/8 Spanis 
heel turn $4.50 


HOE 
NEW y, 
msi ORK 





SUANE ST 
144 On iTSNEO 


_—_—_-* 








Imported Sandals In-Stock 


Made on American Lasts 


5070 All Natural Kip $2.85 


5071 Natural Kip = 
Brown Calf Trim $2.85 
All C Wide 3/8 

White Sandals 

white soles 
Natural and Rose-Blush 
have natural soles 
Terms—2% 10 days, 
Net 30 days 
Sample pairs 
cheerfully sub- 
mitted. 
No Order Too 
Small. 


B. FRIEDMAN SHOE CO., Inc. 
109 Reade St. Est. 1880 


have 


‘ poe 
‘Mitzi 


Registered * 
Pat. No. 1,589,195 © 





The Outstanding Contribution in 
SPORT FOOTWEAR 


2115—Men's all tan elk. .$3.5( 


2116—Men's smoked elk, 
tan calf trimmed. $3.60 


2117—Men's_ white elk, 
black calf trimmed.$3.6( 


Widths B to D. Sizes 6 to | 


Samples sent prepaid 


No. 2117 


POWELL & CAMPBELL 
122 DUANE STREET ESTABLISHED 1879 


’ 
- a 
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SeSeeeeeeeseeeeseeeseeeeeeeeeeeeeee eee eeeeeees vOPao ae ore ig 
reas ST. 


sc—iz sqac 
S DUANE & 5ST. 
iR MARKET = ae eer Sgt 
2 READE S : <= 
— PEADE G5 Sto — 


The GREAT WHOLESALE MARKET 


SES BB BSBSSBSSRBEBRBERBBSSESBR SRB eeeeeeeeeeseee ese ese eeeeeesee ee see eee 
~- 2 _A a! a . 


WE HAVE THEM ! : ‘ Fashioned From the Same 


Materials 
Women’s Woven Sandals 











000, Mies 
BLT 


High Spike Heels Only 20/8 High, Spike and 15/8 Baby Heels 
McKay Sewed and Molded Soles 1196—High Grade Moire Satin ‘‘Theo”’ —“_-os Linen Silk Embroidered 
B and ™ Widths iss —ien Grede — bom Kid i274 nite Linen Silk Embroidered 

° 1279—High Grade Blue Kid Linen Silk Embrot jered 4 

Prices from $2.00 to $4.00 tzae Wie id ah Baby esto coos Lege Sam, Bete . 


LAZARUS FRIED & SONS, Inc. Levey Brothers Shoe Co., 145 Duane Street 
‘118-120 Duane Street New York - a 


Dutt ~~ - 


Sensational Values CAMP MOCCASINS 
Imported Czecho Sandals 





BLACK ELK, SEWED SOLES 
X 121 


Natural Calfskin with brown White and Patent Leather Youths’ 1214-2 Waterproofed Leather Sole.............. 
trim 2.35 All White : oie eae ‘ 

Natural Calfskin with white Natural and Brown Boys’ 2',-5', Waterproofed Leather Sole 
trim 2.3 Natural and White Men's 6-11 Waterproofed Leather Sole 

White with black trim . Spike and Cuban Heels 


All white oo Ee $3.50 
BLOG SHOE COMPANY, Inc. 


Czecho Woven Sandals of All Types in Stock 
147 DUANE STREET 


J. WEISS SHOE Co. 


137 DUANE STREET NEW YORK CITY 





_ —we 








“Queen of all operas” 6 Bern Crescent Shoe Company takes 
aren A this opportunity to thank its host 

oe of friends for the splendid reception 

shown on the occasion of its official 

‘ The “Dane opening at new headquarters—131- 

et Sg 133-135 Duane Street, New York. 


— ge = = ETTE Pump 
sells big t’s the best fitting, . oe ‘ i 

most comfortable and most popular This spirit of friendship and good 
pump in medium-priced footwear 


ag Carried in stock in patent leather, will is our greatest encouragement for 


the new black satin, and Kz affor Kid 


eae gag Ma $3.25 increased service and cooperation to 


Made to order in any materials 


Duane Shoe (ompany, 143, DUANE STREET the retail merchant. 


ve Ss 
= 
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WHERE TO BUY 
Men’s Shoes | 


| 
6 4 8 8 8 8 ee er em eee | 
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| NETTLETON 7 
| Shoes of Worth 
| A. E. NETTLETON CO. 


i H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
L_ MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 






















AST WEYMOU TH, MASS. U.S.A 








The 


y 


87 STYLES IN STOCK 
EMERSON SHOE MFG. 
ROCKLAND, MASS. 
WRITE TODAY FOR CATALOGUE 


rel 


onbt Cxcvervny bv 
EMERSON SHOE MFG CO 
MASE 


co. 

















: —. Sees 
MO F-REYNOLDS CO™- BROCKTON MASS 





Tus 


SHOE 


BROCKTON 

















| we shall be facing this Fall. 
| Summer we 


| not do for this Fall. 
| expect something new. 





What’s the Big Fall Shoe Idea? 


[CONTINUED FROM PAGE 35] 


We have asked one of the outstand- 
ing men’s shoe advocates to place be- 
fore the trade the need of the moment 
in taking: a step forward into Fall. 
George Geuting, brother of A. H. Geut- 


| ing, and a partner in the Geuting firm 


says: 

“I believe the men’s shoe industry 
has been lethargic thus far in failing 
to consider and make adequate prepar- 
ations for the public demand, which 
This 
are going through a 
very colorful situation, brought about 
through a demand for many and varied 


| styles of men’s shoes for all kinds of 


outdoor sports and for Summer dress 
occasions. Tennis, boating, golf and 
other Summer sports will be practised 
more widely than ever this Summer, 
and have resulted in a heavy demand 
for sporting shoes in many colors and 
fancy designs for Summer resort wear. 

“The question is, what shall we have 
in the Fall to replace this variety in 
style and color? What shall we have 
to offer to maintain the pairage sales 
which comprise such a large part of 
the Spring and Summer trade? Last 
season the winter sales throughout the 
country were about 80 per cent black 
shoes. The demand this Fall I believe 


' | will be for greater variety in style and 


color than we had last Fall. We are 
carrying about 50,000 pairs of sport 
shoes for our June trade. For the Fall 
we must have styles in tans which will 
be equally attractive and create the 
same popular demand. We must get 
into the tan situation as thoroughly as 
we have into the sports line and create 
patterns and colors which will have 
real selling power. 

Last vear’s lasts and patterns will 
The public will 
I believe there 
will be a demand for new brown shades 
and fancier patterns than were sold 
last season. We cannot sell browns of 
all one shade. We should develop a 
variety of purposeful tan shoes to be 
worn on definite occasions—a_light- 
weight shoe to be sold from a stand- 


| point of comfort—yet which is heavy 
; enough to 
| weather. We 
| hrown colors 


stand up under Winter 
shall need shoes in new 
and patterns which are 
thoroughly comfortable yet waterproof 





; and storm proof. We shall need a 
| variety of heavy veals and boarded 
stocks in weather—resisting leathers. 
A fairlv heavv and thoroughly flexible 


water-proof shoe which combines style 
and color variety seems the logical 


| thine. 


“The greatest sales resistance comes 
in men’s shoe departments in the Fall 
for most men would rather take a lick- 
ing than break in a new pair of heavy 
shoes. This can be overcome only by 
purposeful shoes such as hair flexible 
soles. Only bv developing purposeful 
shoes for various occasions can we 
maintain the pairage sales which have 
been such a large factor in the spring 
trade, 

Men get used to color. style, variety 
and comfort which makes them buy 
pairs of purposeful shoes in the spring 
and then in the fall turn to blacks 
which are bourht for no specific pur- 
pose and in which it is impossible to 
secure many pairage sales. To offset 
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this we must sell purposeful browns in 
the Fall and develop new styles and 
colors in tans. Year before last, sales 
were about 65 per cent tan and 35 per 
cent black; this fall it should be at 
least 50-50.” 

Mr. Geuting believes that turnover 
has been too much emphasized in the 
industry. “It may be heresy in view 
of the discussions that have been going 
on among shoe men about turnover,” 
he says, “but in order to do a real 
selling job this fall we must forget 
turnover for a while and focus out at- 
tention on the display of variety both 
in blacks and tans. Otherwise we shall 
have no basis for the pairage sales 
which have built up the spring sales, 
and which are easier to obtain due to 
the many purposes for which summer 
shoes are sold.” 


Harry M. Wheeler Dead 


Boston, MAaAss.—Harry Maynard 
Wheeler, prominent New England sho« 
manufacturer, died at his home, 25 
Park Ave., Wakefield, on Sunday, Jun 
1. Ill health had forced him to re- 
tire from the presidency of the A. G 
Walton Company, of Chelsea. 





WHEELER 


HARRY M. 
Former head of A. G. Walton Co., who 
died recently 


Mr. Wheeler, who was 49 years of 
age, was born in Norway, Me., and 
moved with his parents to Wakefield 
in 1901, graduating from Wakefield 
High School the following year and 
from Harvard University in 1906. He 
then returned to Maine as principal of 
the Caribou High School and, later, as 
State supervisor of education, which 
position he left in 1910 to associate 
himself in the shoe business with his 
father-in-law, A. G. Walton. 

In addition to his business activities, 
Mr. Wheeler found time to participate 
actively. in civic and religious work. 
At various times he served as chairman 
of the Republican Town Committee of 
Wakefield; as chairman of the Wake- 
field Water Board; as president of the 
Y. M. C. A., and as head of the Men’s 
Club of the First Parish. 
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In keeping with Our Policy of 
always being first to introduce 
the novel and the new...... 


We now announce 


COLOMBIA 
CHAMELEON LIZARD 


Colombia Chameleon Lizard skins, 
average width ten inches, have unusu- 
ally economical cutting figures—In 
two colors, natural and beige, Colom- 
bia Chameleon Lizard is exceptionally 
good in combination with all the pre- 
vailing Fall colors of kid, calf, suede 
and patent. 









From Colombia, South America, come Chameleon Lizard 
skins that from all indications will be the volume reptile 
leather for Fall—In addition to their excellent cutting 
qualities, these Chameleon Lizards have unusual natural 
markings that enhance the attractiveness of any pattern 
—The price is attractive also. Wire for sample skins. 


i... JEFFERSON IMPORT CO., INC. 


Chameleon Lizard were made by a 


Parisian shoemaker—Note the un- 1328 Broadway 


usual natural markings. 


Marbridge Building 








New York 
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WHERE TO BUY 
Men’s Shoes 


Fa ein iain ie hh eile ehh ellie eli elie 





“A MAN’S DECISION” WEL> 


x P 
THE Wi 


2 ~¢ 


Men’s 
Fine 
SHOE “oa 
Colony 
Shoe Co. 
Brockton, 
Mass. 


Beston—183 Essex Street 
N. Y¥.—915-917 Marbridge Bldg. 











OO Te et 


WHERE TO BUY 


Women’s Shoes 


8 6 8 6 





Ultra-Smart Sandals 


Complete color 
combinations 
Unusual 
Profits 
Write direct 


BIARRITZ SANDALS, INC. 
33 West 27th St. New York 











CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., INC. 
IN Buffalo, N. Y. STOCE 

















oe 8 ek ee 


WHERE TO BUY 


Shoe Forms 


oe 














Jatry Jorms 
for Shoes and Hosiery 


made of white, 
transparent or colored 


1; FAIRYLITE 
Shoe Form Co., Ine., Auburn, N. Y. 











WHERE TO BUY 


Sport Footwear 


8 8 oe ere 





ll eld 


BASS MOCCASINS 




















Advertising an Issue in Shoe Case 























JAMES COWARD, inn 
Greated the Original 
CORRECTIVE SHOE 


Even in the early days of his life, it grow straight and srope. He knew 
: realized th 


at was necessary to aid — 





ches, to relive the pai swo! 
Tucan sremmeetins ken 

ness er re, he resolved tha rhe 

would study the health of the foot, 427: the pepatotiny of Comerd 

and spend his life designing shoes 

that would guide feet to proper 

growth, correct deformities and give ‘y's devotion 

great comfort did— 


The years of his life tell the story of  *° 
is devotion to this ideal ouee 


none have 

eeded in duplicat: na the on 
- oward Comfort Shoe. 

shoe with all of 73 Conend 
tf 


James Coward devoted over fifty 
years to the study and designing of | correcti 
shoes. He knew what the foot need- 
ed to give it proper support, co help 


Shoes and Hosiery for Men, Women aud Childre 


WNTOWN 
270 Greenwic bh eb Haw York 
7 Wor 7 th — 


wen aut bon thetets 

















Motions Argued in Coward 
Suit 
[CONTINUED FROM PAGE 65] 


men, and that as late as 1900 the to- 
tal Coward advertising appropriation 
did not exceed $400 for the year. 

Mr. Medalie maintained that there is 
nothing secret or mysterious about the 
process of shoemaking, and contended 
that it is common practice in the trade 
to take impressions of lasts of other 
manufacturers and alter or improve 
them, while Mr. Hemley laid a great 
deal of stress upon alleged attempts by 
representatives of an _ organization 
which he claimed to be allied with the 
present Coward ownership to obtain 
the lasts used by Grossman in making 
shoes for Coward stores under their 
former ownership. 

Lengthy briefs were filed with the 
court by both sides at the conclusion of 
the argument, which took place in Spe- 
cial Term of Supreme Court, Part 1, in 
the New York County Court Building. 





Prize for Best Sales 


ATLANTA, GA. (UTPS)—A monthly 
prize for the salesman making the best 
record in the store is stimulating sales 
for Chandler’s, in Atlanta, during the 
summer season. 

Each month a special prize is offered 
to the salesman—a new hat, a set of 
golf clubs, a fountain pen set or some 
item that is really worth while. At 
present, a $15.00 wrist watch is the 
prize of the month. 

The award is made on a special 
point system, worked out by Mr. Hada- 
way, manager of the Chandler store. 
For example, certain lines of shoes are 
selected, and ten points are offered to 
the salesman making the highest sales 
on these. Another ten points goes to 
the salesman who gets the most new 
business. A third ten points goes to 
the salesman making the most difficult 
sale of the month. And so on. 

Points are offered for the sale of the | 
most hosiery, handbags, buckles, etc. 
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EXPERT SHOE FITTERS 
SERVE YOU 


i ene renee 


2 ae 


Julius Grossman 
ore “smort 






shoes for comfort: 
Theyhovethatfine 
supporting arch, 
roomy walking 





Tr 
& 
$ 
3 
i 







Foot problems— surface and supe- 
the most difficult un sanes w nasty some manaces or —siorcraftsmanship 
of them—are ex- So7 frm avenue which hove mode 
pertly solved with Kernen + tesw Guam’ mane forthemhundreds 
ey 
wie 


| smertness ond of thousonds of 


comfort, 1 Sereend © tewwnee grateful custom- 
Oront 9. One sesegh ?. moren ers since 1865. 

] The fitting stoff in- fiesewe),Memine —Seoves Novae 
cludes men with fh, a Whether you wish 
i from fifteen te “—™ a remedial shoe 
twenty yeors Of ne je Grmmen persone! incites te ston Of Simply a fine- 
experience in fit- ae looking, fine. 


find 





ting Julius Grossman Shoes. These 
experts will serve you with the ut- lection hesonall moderately priced. 


JULIUS GROSSMAN STORES CORPORATION || 
537 FIFTH AVENUE « Between 44th and 45th Streets» NEW,YORK 


AM ACCOMMODATION STORE AMD EXPERT PITTING SERVICE — I7f DE KALE AVENUE, BROOKLYN, WY. 














Observes 21st Anniversary 


GRAND Rapiws, MIcH. (UTPS)- 
Opening its 21st anniversary in it 
beautiful new home at 57 Monroe Ave., 
here, the Walk-Over Shoe is doing nice 
ly as it comes into voting age. J. H 
Timmons, who has been local manager 
for more than seventeen years, states 
that the average sales in the new lo 
cation are much greater in volume thar 
ever before. 

The Walk-Over is carrying credit ac 
counts, and of late a considerable num- 
ber of desirable charge accounts hav 
been added to the sales. This spring 
a new display space was provided for 
a large line of popular priced hand 
bags to match the snake-skin models 
The sale of these has been most grati- 
fying. Mr. Timmons says snake skin: 
are moving rapidly now. 

The new store has a double display 
wall, the fitting being done before on¢ 
wall of stock filled shelves, on each sid: 
of the store. 





Cummings Buys Macfarlane 
Shoe, Ltd. 


MONTREAL — Macfarlane Shoe, Lim 
ited, established in 1898 and in opera 
tion here since that date, has beer 
bought bv Nathan Cummings, presi 
dent of the Nathan Cummings Shos 
Co., Limited, and J. and T. Bell, Lim 
ited. The deal has been completed 
The transaction involves assets otf 
about $600,000, Mr. Cummings said. 

The Macfarlane Shoe, Limited, wa: 
started by the late Norman Macfar 
lane. The original business addres: 
was on Beaudry Street. In 1911 it 
was moved to the present addres: 
at the corner of De Fleurimont an 
De Normanville streets. In 1913, ar 
addition was made to the plant, doub 
| ling its capacity. 
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eee }ON TT FORFEIT THE 
PROTECTION OF 
THIS TRADE MARK 















No manufacturer can advise you regarding the quality of mer- 
chandise you will sell. But in selling woven leather sandals, re- 





member this: 
Deauville Sandals retail for $5 to $18. There’s a Deauville model 
for every type of customer. And every genuine pair bears the 







registered trade mark on the sole. 







There are imitations of genuine Deauvilles, made to sell for less, 





but none has the quality guarantee or the national advertising 
backing of the only original and genuine Deauville Sandals. 






ON EVERY 
GENUINE PAIR. 






. . . . . 
Now—while the season is at its height, stock Deauville Sandals, 





in the smart new styles and colors. Write 


GOLO SLIPPER COMPANY 


Exclusive Distributors of Genuine Deauville Sandals 


129 DUANE STREET, NEW YORK, N. Y. 


Any infringement of the use of this name—‘“Deauville Sandals’’—or of the 
name “Deauville” in connection with footwear—will be prosecuted. 
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MAIZE SHOE CO. 
Lo UM MWS“ 
A SPORT SHOE FOR KIDDIES 


IN STOCK 


Big Seller 

for Summer Better profits in these 
Better Shoes. 

EVERY STYLE CON- 

STANTLY IN STOCK 


Four Eyelet Tie 
White Kid Applique 









Ni a\it/a\ tex tvaxtvavive\ie\s 


Combination Last 
AA to D 


“MADE IN PHILA. BY MASTER CRAFTSMEN” 
C. S. GIBBON CO., Inc. 

— 54 No. 4th St., Phila., Pa. —— 

— = 


Greeley’s House Slippers 


















SUNBEAMS are 
QUALITY 
SHOES 


Fast Sellers! 


Ladies’ Black Vici Kid 1 
Strap Slipper, Quilted Sock, 
Sewed, Turned, Leather Sole. 
Right and Left Last. 
Whole Rubber Heel. 
12 pr. lots, $1.35; 








B239—-Lite smoke Elk SALESMEN — you can 
Blucher Oxford, unlined make good money sell- 












‘ t shoe,” S th : 

— oe ing SUNBEAMS on 
1-5, $1.00 commission basis. 

2% 10, Net 30 Days WRITE—in confidence. 


36 pr. cases, $1.30 
per pair. Stocked. 

















A. W. GREELEY 
12 Duncan St., Haverhill, Mass. MAIZE SHOE CO., Rochester, N. Y. 


) sanciaceeanatinn 
Fir } TANTO ANTONIO VONIVANTYONIO TA TONI ONTO TON O\IOTIONIA\ON'®) 
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WHERE TO BUY 
Men’s & Women’s 
Slippers 
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Boudoir Slippers In Stock 
UNUSUAL VALUES 






Sizes 3 to 8 
805 Wos. 
Kid Turns. ..$1.25 
810 08. . 
Kid Turns...$1.40 


“Every Pair 
teed” 


Guaran 
Soectancte. In Comfort &. Ballet, Slippers” 
laSsts in m pers 
241 No. 11th St., Philadelphia, Pa. 














IN-STOCK 





Wenete D’Orsay 





menafoctarers @ 
Pie. 
Pullman Slippers. 
Nationally known. 


BALTIMORE, MD. 


and 
om Request 
SWAN SHOE CO., INC. 
enufacturers 
New York Offceo—Reom 551, Marbridge Bids. 












eelN STOC 


FOR IMMEDIATE DELIVERY 
Sizes 2%-8 
Take advantage of the 
finest quality line at 
exceedingly low prices in 
these 
unusually 
smart Hand 
Turned Pat- 


terns 
black kid 
















Packed 1a 
18 or 36 
Pair cass 












Summer-Time 
Hand-Made Sandal 


(Two Weeks Delivery) 


















L. B. EVANS’ SON CO., Wakefield, Mass. 
Oveceecece © 
MEN’S FINE 

HAND TURNED 

SLIPPERS 

Manufactured 

Prices from by 

$2.15 to $3.50 W. S. CHASE & SONS 


Haverhill, Mass. 
Beston Office: Room 501, Statler Bldg. 














MOVIES OF LEATHER 
MAKING 


Educational Film Featured at 
Meetings of Shoe Men 


New YorkK—Shoe retailers in vari- 
ous cities are manifesting interest in 
the educational motion picture “The 
Story of Leather,” which has been 
shown recently in Savannah, Wilkes- 
Barre and Pittsburgh at sessions of 
the local shoe retailers’ associations. 

At Savannah a check-up was made 
to learn how many of the shoe men 
present had seen all the tanning opera- 
tions shown on the screen and not even 
the veteran shoe men were able to 
identify them all. Many of them got 
their first comprehensive idea of the 
art, skill and ingenuity of the Ameri- 
can tanner when they viewed this pic- 
ture. 

The National Shoe Retailers’ Associ- 
tion and Middle Atlantic Shoe Retail- 
ers’ Association are cooperating with 
American Leather Producers, Inc., in 
arranging bookings for groups of re- 
tailers and their sales forces. Shoe re- 
pairers also find the film instructive 
and a popular feature of their local 
meetings. 


Know What Shoes You Need 


[CONTINUED FROM PAGE 37] 


Number of pair bought in each price 
division, and number low and number 
high, appear. Again, a total is accu- 
mulated at the right, and this com- 
pared, in another tabulation, with cor- 
responding totals. 

On the right page is a “bought” and 
“sold” comparison by month of the 
present year to date. 

The same general routine is carried 
out in men’s lines and also in children’s 


lines. Men’s shoes are sold at $5.50, 
$6.50, $7.50, $8.50, $10.00, $12.50, 
$14.50. 


The system of records followed by 
the Ridlon Shoe Company requires 
comparatively little labor, yet enabled 
Mr. Ridlon, as he buys, to know at 
all times what is required. 

The store at this time is working out 
of the $6.85 price in women’s shoes, be- 
cause records have shown an apparent 
opportunity to do so with profit. 

Ridlon Shoe Company spends an ap- 
proximate 3 per cent for advertising. 
Its policy is consistent. An advertise- 
ment, double column by 4% in., ap- 
pears every day in the local newspaper 
—right straight through the year. Ra- 
dio advertising has been used with some 
success. Some direct mail advertising 
is used also. Window display receives 
consistent attention. 

A combination of things brings suc- 
cess for the shoe retailer. No single 
“treatment” is enough. A. G. Ridlon 


very earnestly declares that, more than 
anything else, his success of his busi- 
ness is built on stock control—know- 
ing, when he goes to the sample room, 
just what shoes he needs. 
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Just for the Little Folks 
[CONTINUED FROM PAGE 39] 


weather.’ We point out that when 
shoes are not worn every day but are 
given a chance to dry out, that they 
will regain their original shape by be- 
ing properly treed as soon as they are 
taken off, which not only makes them 
last longer, but makes them more com- 
fortable to wear afterward and makes 
the shoes present a better appearance 
than when they are not properly cared 
for. We are always careful to give 
the Mother who comes here authorita- 
tive opinions on the subject of shoes.” 

Displays are so arranged as to catch 
the eye of the average woman shopper. 
All shoes are kept in the back of the 
store, curtained off from the front so 
that no unsightly shoe boxes are shown. 
Instead, a wall space is used for mak- 
ing displays of bedroom slippers and 
timely merchandise arranged on bits of 
shelving, not on a series of shelves. In 
the back of the store is a glass display 
case in which shoe findings and hosiery 
are displayed. 

“We never had a sale,” says Mr. 
Mason. “Once in a while we will put 
in a little special to get rid of broken 
sizes. We only keep in stock two of a 
pair, and even in the best sellers we 
don’t carry over four. In this way we 
keep down our inventories and get 
quicker turnover. At the same time 
we are never out of stock, because 
when one pair is sold we immediately 
reorder. We sell more children’s shoes 
than anything else. The boys’ busi- 
ness has picked up, however, more than 
the children’s line lately. The best 
sellers are in ages from five to twelve. 

“We feature shoes that are built 
very strongly for wear, which hold 
their shape and fit well. As a result, 
women come back and want to buy the 
same type of shoes. Another thing that 
we are particularly careful about is to 
give them the right width. We do not 
carry only two widths, but we carry 
A’s to D’s. We may find that A, C 
and D, or B, C and D in some lines sell 
best, and so we stock those. 

“We find that advertising novelties 
are a very popular way of increasing 
good will and building up the children’s 
trade. We give out something with 
each pair of shoes bought. We always 
have some kind of novelty around to 
give to the children, whether it is a 
baby doll, a little whistle, snappers, 
balloons, devil dolls, marbles, Yo-Ho 
toys, etc. Whistles distributed at the 
schools prove very popular with the 
kiddies. 

“We give some little toy to every 
boy or girl consistently every day in 
the year. They don’t necessarily have 
to buy anything. If the child is ac- 
companied by the mother, we give 
some kind of toy because we find that it 
attracts trade. In the springtime we 
give boys a small package of marb’ 
and we find that they are quite tickled 
with them.” 





Two Firms From One 


LYNN, MAss.—Perley Randall, of the 
Randall Shoe Co. is forming a new 
corporation to make smart style shoes 
by the adhesive process, using United 
Shoe Machinery Co. equipment. Em- 
ployes of the old Randall Shoe Co. are 
planning a cooperative enterprise to 


| make novelty McKays. 
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New routes to Profit 
thru (olor-Style- Wear 
... found in 
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for Slipper Uppers 





ERSATILITY in color richness, in chic 

patterns, in compelling style features, 
all combine in building up shorter routes 
to certain profit through increased popular 
demand. 


Zapon has a texture as pliable as kid with a 
durability that gives long wear, making the 
purchase of such slippers one of economy. 


Let us send you the names of progressive 
manufacturers now using Zapon for slipper 
uppers. 


- This waterproof chamois soft 
material in its variety of colors 
and patterns hasalready taken 

a rere = ee 4 - 
the lead for 1930 as a definite 
sales builder. In America an 
exclusive product of Zapon. 


Send for Samples! 


THE ZAPON COMPANY 
STAMFORD, CONN. 
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No. 5 in a series of advertisements depicting reasons why you should 
insist upon Built-up Leather Heels. 





A Built-up Leather Heel will outwear any 
other type of heel. 








RENTON LEATHER HEELS 


for durability. 





Renton Heel Co., 63 Allerton St., Lyan, Mass. 



















ENGLISH-MADE 
RIDING and FIELD 


Service Boots 


for Men and Women 


As Illustrated 


$41.50 $717.50 


R4706 R4704 


for Women for Men 


Brown Willow Calf, firm, durable 
sole, laced at throat and side, best 
value ever offered in English Made 
Service Boot. 


Write for Catalog R-7 


Colt-Cromwell Co., Ine. 


Est. 1899 
1239 Broadway, N. Y. C. 
Also In Stock at 


420 So. Broadway 
Los Angeles, Cal. 














R4704-R4706 









WHERE TO BUY 
Men’s & Women’s 


Slippers 
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An Absolute Fact 





SLIPPER 


HORCO SLIPPERS are made betier 
—and sell better—than any other 
slippers on the market. 


Samples on Request 


VINCENT HORWITZ CO., Inc. 
64-76 West 23rd St. New York City 














PARISTYLE FOOTWEAR MFG. CO., INC. 


Factory and Salesroom 
40-46 West 25th St., New York City 


Catalog 
sent on 
request 





High Grade Turn Mules and D’Orsays 














Soft Sole Slippers 
Colors in Stock 
75c. $1.25 $1.85 
Send for 
Samples 


STAR FOOTWEAR MFG. CO. 
50-54 Ne. Fourth St., Philadelphia 
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WHERE TO BUY 
Athletic Shoes 


C46 A A A 


@THCO 


GYM SHOES 
No. C855—Alll sizes in stock 
for immediate delivery. Write 
. today for complete catalog 
of ATHCO Athletic Shoes. 
Athletic Shoe Co. 
914N. MarshtieldAve. 
Chicago, Ht 
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WHERE TO BUY 


Store Fixtures 
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July—Your Calendar 


[CONTINUED FROM PAGE 49] 


22. Tuesday 


A letter telling about the Advance 
Fall Styles displayed in your window 
will interest women. Remember that 
August is a big vacation month, and 
during the latter part of July many 
women are assembling their vacation 
wardrobes. 


23. Wednesday 


A newspaper ad tonight on the same 
“Advance Fall Styles” theme will help 
produce sales this week on your regu- 
lar price numbers. Do your salesmen 
know what the fall style trend is likely 
to be? Are they glancing through the 
Boot AND SHOE REcorDER each week to 
keep in touch? 


24. Thursday 


Who is going to get the football and 
gym shoe order from the local schools 
this fall? Probably it will be the fellow 
who lines it up now, six weeks in ad- 
vance! Why not you? If you don't 
regularly sell these lines it makes no 


difference. Couldn't you use a little 
PLUS business? 
25. Friday 

How’s this for a Saturday stunt? 


Advertise “$1 for your old shoes Satur- 
day on the purchase of a new pair at 
5 age cas 
regular prices of $7.50 or more.” Yes, 
that’s quite a discount—but what kind 
of discounts will you have to offer in 
August during your Clearance? 


26. Saturday 


If you use the “$1 
shoes” idea today secure 


for your old 
a lot of old 


shoes and pile them in a heap in the | 


window, with a big card rising above 
the heap featuring your offer this can 
be made a very striking window. Strew 
dollar bills around the pile to empha- 
size the $1 offer. 


28. Monday 


When are you going to start your 
August sale? Why not next Friday, 
the Ist? If you select this date a post 
card making an advance announcement 
of the coming sale should go out today. 


29. Tuesday 


Go over stocks today and reduce 
prices in preparation for your Clear- 
ance. Don’t be afraid to CUT prices! 
Remember that if the shoes had been 
interesting at their regular prices you 
wouldn’t have them in stock now! 
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| 30. Wednesday 


Prepare your sale ad, have it put in 
type and get a supply of reprints run 
off in advance. Arrange to have these 
distributed from house to house to- 
morrow, and mail one out to every 
name on your list tonight. 


31. Thursday 

Get the store in shape for your sale 
today. Put in your sale windows 
Have sale signs plentifully distributed 
around the store interior. These help 
to create the “sale” atmosphere that in- 
duces people to buy readily. Get your 
specials out on tables with big signs. 
See that everybody knows all the spe- 
cials and their prices. Be ready to GO! 
in the morning. 


Rickard Shoe Co. Begins 
Operation in Haverhill 


HAVERHILL, Mass.—Two of New 
England’s well known shoe men, whose 
names have long been associated with 
the manufacture of women’s high 
grade turn footwear, are united in the 
new organization of the Rickard Shoe 
Co., which started operations in the 
local industry this week. Edward M. 
Rickard who heads the new enterprise 
as president, has as an associate, Ever- 
ett Bradley of the Bradley-Goodrich 
Co., who becomes treasurer of the new 
corporation. Henry C. Rickard, a son 
of the founder of business, is vice-pres- 
ident in charge of production; and 
Augustine D. Bourneuf, widely known 


| shoe salesman, is secretary. 


The new Rickard plant is now unde 
production, occupying five floors in the 
C. G. Ellis factory, Essex and Win- 
gate streets. The firm will make wom- 
en’s turns to retail at $10 and $10.50 
with a daily capacity to start of 1800 
pairs. The plant is entirely modern. 
Shutes convey the shoes in process of 
production from department to depart 
ment, while a special feature is intro- 
duced for the handling of delicate 
shoes. Evening slippers and so-called 
delicate shoes will be lasted, heeled, 
finished and packed on the same floor, 
eliminaitng the use of elevators and 
transit. A special white finishing room 
is another innovation. 

The styling of the Rickard lines is 
in charge of Paul Phillips. The sales 
staff is composed of Everett Bradley, 
Middle Atlantic states; A. G. Bour- 
neuf, New England and upper New 
York state; George, May and Howard 
May, Middle West; “A. F. Elliott, Pa- 
cific coast; and L. J. Faller, South. 


Named Representative 


PoRTLAND, ORE. (UTPS)—E. E. 
Sprague, well known to the shoe trade, 
has been named as representative for 
the P. Sullivan Shoe Company of Cin- 
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{ amd male shoe customer 
isa prospective customer 


for a brush and dauber .. . 
Repco Brushes and Daubers 
are convenient, durable, 
and easy to handle. Mate- 
rials, workmanship, and 
finish are of the finest. 
Feature Repco Brushes 
and Daubers and in- 
crease your profits. 


For Sale by 
Shoe Findings Dealers 














United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Children’s Slippers 
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ROBAP 
(SHOES 


“KEEP THE FEET HAPrY” 
Children’s Fine Feetweas 
MADE WITH THE SKILL OF 








Approved by Medical Men 


As a fully ventilated 
shoe the Burkley Ven- 
tilated Foot Developer 
is unexcelled. Well 
known surgeons 
mend its use. 


Burkley Shoe Co. 
1156 No. Main St. 
Broekton, Mass. 







recom- 








1061-65 Merchandise Mart 
Onieago 

1807 Washington Aw. 
St. Lous 


883 Mission Street 
San Franciece, Cal. 
Factory, Danvess, Mes. 











Bend for Cataleg 
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WHERE TO BUY 


Dancing Sandals 


SE 6 OF Pe OF OF er 


DANCING SANDALS 
(ALSO USED IN GYM 
Ne. 168.—Made in ml tan 
or black suede. so 
ja black kid. Pearl ate 
seeveee be stock. Price, 
and Purple, 850. 
BROOKS SHOE MFG. OO. 
Ritmer and Swanson Sts., Philadelphia, Pa. 
























WHERE TO BUY 
W ork Shoes 





SPECIALISTS IN 
MEN’S and BOYS’ 


Goodwill Shoes 


“For Hard Service and LonoWear 
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Those Clearance Sale Blues 





[CONTINUED FROM PAGE 43] 


are those that have the biggest clear- 
ance sales. It’s because they are smart 
enough to realize how flighty style is 
and have nerve to act in time.” 

“T believe in keeping the stock clean,” 
Jim Bowman insisted, “but this clear- 
ance sale idea with all its noise and 
hubbub seems out of place.” 

“It is out of place except twice a 
year, January and July. These months 
have become sale months in people’s 
minds. We should not disturb that no- 
tion. 

“Some say we should put off our 
summer sale till August. I believe 
they’re wrong. Why should any woman 
buy a summer shoe in August, with 
only one month to wear it? No, sir, 
August is a fall month as far as the 
selling calendar is concerned. 

“And give me plenty of noise and 
confusion at my sales. When the woman 
on the right says, ‘I’ll take it,’ and the 
one on the left says, ‘Wrap it up,’ it’s 
pretty hard for the woman in the cen- 
ter to resist saying, ‘Charge and 
send it.’ 

“When the crowd is buying freely it 
makes every individual in that crowd 
feel that her purchase too is a bar- 
gain. Her own judgment is reinforced 
by the mob psychology. Thus the 
crowd makes for more satisfied cus- 
tomers.” 

“But, Charley, it’s all done at such a 
terrific loss to us. Every year our re- 
ductions have to be more drastic to 
accomplish the desired clean-up. July 
is always ’way in the red.” 

“Yet, looking at it in another way,” 
Charley answered, “July and January 
are the biggest profit months of the 
year.” 

“Now that is a laugh!” his father 
chuckled. 

“No joking, Dad. You remember the 
talk I gave the boys [see THE RECORDER 
of March 221 in which I pointed out 
that the profit is all in the last few 
pairs of each line, nowhere else. 

“IT showed them that out of every 
100 pairs received, the proceeds of the 
first 60 pairs sold must go to the fac- 
tory, and the next 30 pairs pay the 
expenses. Then 5 pairs disappear in 
depreciation, and I wound up by prov- 
ing that the profit is all in the last 5 
pairs or so. 

“Viewing it in that light. July is a 
big profit month because of the great 
number of last pairs, odds and ends, 
and left overs sold then. The clearance 
sale is, on that basis, our greatest profit 
producer, not the terrific loss maker we 
have always thought it.” 

“Charley, my sor,” said his father, 
patting him on the shoulder, “I’m 
afraid your theoretical reasoning is 
ruining your common sense. How in 
the world can we make any money in 
July in the face of the heavy mark 
downs we have to take that month?” 

“Tell me this, Dad. Why should July 
take all the blame for the whole sea- 
son’s mistakes? The odds and ends are 
on hand in July simply because we 
failed to sell them in April and May 
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when they would have brought ful 
price. 

“April and May, therefore, should 
properly bear the loss that July actu 
ally takes. These spring months alway: 
show a profit, but the facts are that 
there’s a lot of lazy merchandising 
going on then. We simply skim th 
cream of the business and let the dregs 
accumulate. 

“When a line gets down to the lasi 
few pairs, the only pairs in which ther 
is any profit, we don’t half try to clear 
them out at full price. It’s much easien 
to say, ‘Oh, we’ll get rid of that junk 
in the July sale.’” 

“There might be a slight grain of 
sense in what you say,” Jim Bowmar 
admitted reluctantly. “It’s all theory 
though. You can’t keen books that 
way.” 

“Oh, yes you can, Dad. A lot oi 
smart accountants are insisting on it 
too. They simply spread the clearance 
sale mark downs over the whole seasor 
—when the loss actually occurs. That’ 
positively the right way.” 

“Charley, I never heard the likes of 
you. You seem to consider the Jul) 
clearance sale our greatest blessing in 
stead of a curse—which we all know 
it is.” 

“Yes, sir. Until a better way is foun 
to do the same thing, I claim a rea 
clearance sale, in proper season, is ar 
economically sound institution. In th 
first place—I’m still speaking of styl 
merchandise—the customer is entitle: 
to reduced prices when the style valu: 
has faded. In the second place, th« 
store that doesn’t clean out dying styles 
will die with them.” 

“Well, let’s don’t worry about th« 
July sale till we come to it.” 

“But, Dad, now is the time to plar 
the July sale. June is the time to gX 
through the stock and list every lin 
we expect to put in the sale. Having 
done so, let’s put our best efforts or 
those lines and clean them out whil 
they are still worth one hundred cent: 
on the customer’s dollar. 

“July has to pay for May’s indiffer- 
ence and June’s inertia. Let’s get or 
our toes now—for July’s sake.” 





Production Holding Up 
In Brockton District 


BROCKTON, Mass.—Despite the fact 
some shoe factories at this center are 
beginning to slacken for early summer 
stock-taking, production still is holding 
well, and while the total for the first 
five months of the year has not caught 
up to last year’s figure, this year’s total 
is running only about 4000 cases be- 
hind. 

Shipments for May of this year 
reached a total of 43,116 cases, as com- 
pared with 45,669 for the same month 
last year. Shipments for the five 
months to date total 223,754 cases, as 
compared with a total of 227,312 last 


ear. 

. The fact that the figures still are 
holding above the 8000 case total week- 
ly was considered unusual in that the 
W. L. Douglas Shoe Co., one of the 
largest concerns in the city, is now in 
the midst of stock-taking. 
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CORDO-HYDE 
a SPOOL LACING 
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i stock of slow moving, un- 
“ usual length lacings—and 
i at the same time better your 
. service. Carry only the quick 
si moving lengths —the un- 
- usual length laces can be 
+ cut from a spool of No. 0216 
ts Round Cordo-Hyde lacings. 
a It can be cut and used with- 
out a tip. 

Each spool holds 160 yards 
and costs $4.40—or less 
; than 3c. a yard. 

Order a spool of Black and 
one of Tan now. It will 
. help your profits and in- 
) crease your service. 

| 0. A. MILLER 
TREEING MACHINE 
| COMPANY 

| BROCKTON MASS. 
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WHERE TO BUY 
Spats 
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MANOLIG MFG. OO. 
4248 Ne. Orawterd Ave. 
Chieage, ii. 
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P A T Ss 


The world’s finest spat 
—backed by one of the 
greatest national ad- 
vertising campaigns 
ever run for Spats— 












a handsome box. 
Priced to retail 
$1.50 to $5.00 
Write for 
sal samples. 


"> 
Watch “Standard” Spats in 1930 
S. Rauh & Co., 650 Sixth Ave., New York 








CHURCH’S 
Imported LINEN Spats 


in white, grey and tan, also SAILCLOTH 

spats. 

Used for formal and theatrical affairs. 
LYONS & COMPANY 

122 Duane St., New York, N. Y. 
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BOND STREET 
= Spats 


The finest, best known, 
of all. Styled in England 
—made in America, and 
priced to retail at $1.50 
to $5.00. Backed by 
comprehensive, unique na- 
tional advertising—radio, 
national magazines, mer- 
chandising helps, attrac- 
tive packages. Immediate delivery. Write for samples. 
THE WILLIAMS MFG. COMPANY, 
Portsmouth, Ohio, U. S. A. 
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GREATEST SPAT LINE 


OF THE INDUSTRY 
y red) a little nicer but priced conciderably 
PAT MFG CO 


DENVER COLO + 


MPERIAL 











The Business Crime Court 





[CONTINUED FROM PAGE 45] 


Kramer: “We do NOT. 
a printed schedule of prices, and it’s 
the same for everybody.” 

Crabb: “Have you ever had com- 
plaints from the Business Betterment 
Bureau?” 

Kramer: (raising his eyebrows in 
surprise) “What? Why certainly not.” 

Crabb: (after a pause) “Or from the 
district attorney’s office?” 

Kramer: “No sir, at least they never 
came to me.” 

Crabb: “Does 
bills?” 

Kramer: “Sure does, sir.” 

Crabb: “And you are glad to have 
his business?” 

Kramer: “The more we get the bet- 
ter we like it.” 

Crabb: “Thank you.” (turning to 
Flinn) “Want the witness?” 

Flinn (getting up leisurely) “I do.” 
(turning to the witness) “So you like 
the prisoner’s cash, do you?” 

Kramer: “Naturally, and I guess he 
likes us. He’s been advertising for 
a years, so I guess it pays him. 

Raa” 

Flinn: (shouting) “You just answer 
questions. I will do the prompting, not 
your friend Crabb. Does the man pay 
promptly?” 

Kramer: (in serious tones) “Fairly 
well, we’re satisfied.” 

Flinn: (shaking his finger at wit- 
ness) “I warn you that I shall ask for 
a warrant for contempt of court if 
you persist in giving pre-coached an- 
swers.” 

Crabb: “Your Honor, I demand that 
the district attorney prove his state- 
ment or withdraw it with apology.” 

Judge Braddock: “I really think, Mr. 
Crabb, that you disturb yourself un- 
necessarily. I advise you to tell your 
witness to confine himself to answering 
the questions put to him.” 

Flinn: (grinning at Crabb) “Now, 
my man. Does the prisoner pay his 
bills when due?” 

Kramer: “Well, he . 

Flinn: “Ah! 
be so very wonderful when he can’t 
even pay his publicity bills, can it?” 

Kramer: “I’ve never seen his bal- 
ance sheet, so I can’t say.” 

Flinn: “Very careful all of a sud- 
den, aren’t you? However, vou are 
glad to see him go on, especially as he 
is your largest advertiser? He makes 
,’on bell-wether for you, doesn’t 
e? 

Kramer: “Which question shall I an- 
swer first?” 

Flinn: (angrily) “Do you use the 
figures on the prisoner’s expenditure 
in your paper to get others to spend 
more with you?” 

Kramer: “Naturally!” 

Flinn: “In fact, you don’t care what 
he advertises, so long as you get your 
money sooner or later?” 

Kramer: “That’s not so. We try 
to live up to the ethics of advertising.” 

Flinn: “Really? Yet you never ques- 
tioned the soundness of the man’s ad- 
vertising—so long as you got the 
money?” 

Kramer: (flushing) “No, sir. Neither 
did anyone else. We never had a com- 
plaint of his honesty.” 


my client pay his 


no.” 
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We have | 


So his business cannot | a‘ 
| Crabb: “Do you admit that you are 


| Martin: 


Flinn: “Of course, you want him to 
be acquitted?” 

Kramer: “Most certainly. Shall I tell 
you why?” 

Flinn: “It is obvious. If he loses 
you lose his business. Isn’t that so?” 

Kramer: “Yes, of course, but I also 
believe he is innocent.” 

Flinn: (after looking at his papers 
for a minute) “You can go.” 

Crabb: “One moment, Mr. Kramer. 
How much publicity have you given to 
this case in your paper, that is com- 
pared to other papers?” 

Kramer: “We reported the case ver- 
batim and shali do so. We give more 
space than other papers because we 
have the following of business men.” 

Crabb: “In other words, you have 
done nothing to repress the news of 
my client’s trial, nor have you at- 
tempted to influence opinion.” 

Kramer: “No, sir. Mr. Martin is 
too big a man for his trial not to com- 
mand a lot of attention.” 

Crabb: “That’s all, thank you.” 

Kramer left the witness stand, as 
easy and undisturbed as when he en- 
tered it. By the look on the faces of 
some of the jury it was evident that 
the particular value of the evidence was 
not apparent to them. 

Crabb stopped all further thought 
on the matter, however, be calling the 
prisoner to the stand. Flinn half stood 
up in his surprise; it was felt that 
Martin would either be the last wit- 
| ness, or might not have been called at 
| all. Perley Martin stood up when his 
name was called and walked briskly 
to the stand. His stocky well-groomed 
person was familiar to everybody in 
the city, and among the public attend- 
ing the case were many who knew him 
personally. His appearance as a wit- 
ness created something of a sensation 
| in the shabby courtroom. 
| Crabb: “Your name is Perley Amos 
| Martin, and you are the sole owner 
of the store known as Martin’s Family 
Store?” 

Martin: “That is so.” 








guilty of the crime attributed to you?” 
(smiling) “To be frank, I 
wonder exactly of what crime I am 
charged. 

Crabb: “You are accused of wilfully 
harming public welfare and the eco- 
nomic well-being of the merchants of 
this city by running a procession of cut 
price sales. Further, that your adver- 
tising leads the public to think that you 
offer goods at deep cut prices at those 
times which cannot be had at other 
times, nor had elsewhere. These meth- 
ods are said to cause the public to 
bunch their buying at sales times, and 
also causes values to be depressed be- 
low normal.” 

Martin: “If you say I have sold goods 
cheaper than other merchants, then I 
readily admit it. If you say I have 
encouraged the public to believe in my 








values, I admit it.” 
| Crabb: “You agree, Mr. Martin, that 
| business done at a loss is unsound and 
| therefore economically criminal?” 
Martin: “I do not.” 
Crabb (apparently astonished) “You 
do not? Please explain the reason for 
| your answer.” 
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Immediate Delivery Only 


CZECHO-SLOVAKIA 


(Moulded Sole) 








S Width Only 
239 Beige One Strap 3-8 $2.35 
240 White One Strap 3-8 2.60 
242 Beige and Brown T Strap 3-8 2.35 
244 White and Blue T Strap 3-8 2.60 
244 White and Green T Strap 3-8 2.60 
245 White and Patent T Strap 3-8 2.60 
246 White T Strap 3-8 2.60 


BLOG SHOE COMPANY, Inc. 


147 Duane Street, New York, N. Y. 




















Students in famous Illinois clinic 


STUDY CHIROPODY 


Many of the world’s leading Chiropodists are former shoe people 
who have followed up their valuable experience at the fitting stool 
with a course ir. Chiropody. Today they are earning from $5,000 
to $15,000 a year. 

The opportunities for Chiropodists are unlimited. In the United 
States there are about 162,000 physicians, about 82,000 dentists, 
but only 5,000 Chiropodists! A virgin field! 

Course only 2 years at best known College of Chiropody in 
America equips you for practice. 16th year. You are ready to enter 
with four years high school or equivalent. Largest foot clinic in 
world —over 16,000 foot cases handled annually, large faculty 
physicians, surgeons, chiropodists. Write for catalog. No obligation. 


——--—-—MAIL THIS COUPON TODAY -—~—~--~—— 
ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 
Gentlemen: Please send me, postage prepaid, latest catalog and complete 
information relative to Chiropody and your school. 
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SIX MILLION READERS 


SOMETHING MORE THAN 
JUST SHOES 








Trade Builders are an advertised 
Standard of Value. We tell the 
men in six million homes about 
them every month of the year. 
Thousands of these men are in features of 
your trading radius. Buy Trade 


Builders. Serve these men and “Trade Builders’ 


take the profit. 


merchandising 









TRADE BUILDERS WEAR 
ON THE INSIDE TOO 


The Grain Leather Combination 
Counter Pocket and Back Stay is 
an Exclusive Trade Builder Fea- 
ture. Men like it. It saves the 
lining and saves the sox. Our 
super fitting Last with the pat- 
ented special steel shank provides 
comfort men demand today in 
foot wear. 


| Combination Grain Leather 
Counter Pocket &Heel Stay 


TOM 


A soft, easy fitting, genuine Black 
Kid Shoe with all the exclusive { ce 


Trade Builder features at $3.50 : —_ 
per pair. _ - 


If you sell Men's $5.00 shoes, 
your stock is incomplete without 
“TUM.” 








Write for a sample 
pair in your own 
size. 






¥ M. T. Shaw, Inc. 
ea COLDWATER - MICH. 





ENJOY THE BEST! Modern, scientific 
equipment and management make 
it possible for you to enjoy the best 
in New York at the Hotel Lincoln. 


Each with Bath 


1400 Rooms and Shower 


NEW YORK'S NEW $3.5 & $4.7 


Two 
H O T E L Telephone Lackawanna 1400 


LINCOLN 


Eighth Avenue, 44th, 45th Streets, Times Square 
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WHERE TO BUY 
Ballet Slippers 


er hte elie el 








Soft Toe 
Turn 
Ballets 

Black Kid 

Expertly Destoned 





Lefts and Rights 


in Ne. 100—Regular ...... 
Steck Ne. 500—Buck ae 2. x 
H. F. MALOTT CO., Manufacturers 


SHOE . 
1915 Girard St., Chicago 

















Soft Toe Ballet Slip- 
per and all types of 
ncing footwear re- 
quired by teachers 
and profession- 
als. At once de- 
livery. Send for 





Coast Representative: 
MR. A. F. WINSLOW 


| 5177 Casper Avenue 


Eagle Reek, Los Angeles. 


California 
4 























In Stock Black Rallet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 


















Rights and Lefts 
Two Grades 

Wem. Miss. Chi 

$1.50 $1.45 

1.35 1.30 


In Stock 
135 .West Monroe 


Chicago, Ill. 
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*XKENDALL anbeer 
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STOCK 


Ovdare filled dey recetwed 
SEND FOR CIROULAB DEPT. C. 


KENDALL SHOE COMPANY 
MAVERWILL, MAGS. 
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Flinn sits up and prepares to make 
some notes. Crabb gives him a side- 
long glance. 

Martin: “I will say that the total 
business for a trading period, a year, 
let us gay, must show a net profit after 
all charges have been met. But it is 
quite impossible for a merchant to do 
all his business at a profit. I may 
have some old style goods which I am 
glad to sell at half price to turn into 
money. Not that I have, you under- 
stand.” (Martin smiled to himself as 
he spoke) “I may offer some special 
items at a very narrow margin; a loss 
even, just to stimulate trade and to 
give my customers a big bargain. Have 
I made my point clear?” 

Crabb: “Quite. You have been in 
business in this city for fourteen 
years?” 

Martin: “Just about.” 

Crabb: “Has your business grown?” 

Martin: “It’s many times larger than 
when I started.” 

Crabb: “Have you always offered 
goods through many special sales dur- 
ing the year?” 

Martin: “No, only in the last four 
or five years.” 

Crabb: “And is the business larger 
now than when you sold without the 
special sales; that is, without many 
cut-price sales as at present?” 

Martm: “It... % is.” 

Crabb: “And you have a much big- 
ger net value than when you started 
in business?” 

Martin: “Very much.” 

Crabb: “Your bank is willing to ex- 
tend credit to you on the strength of 
your statement?” 

Martin: (with a quick grin) “They 
will, and they are right now.” 

Crabb: “So your business policy, in 
your judgment, is profitable to you and 
beneficial to the public?” 

Martin: “In my judgment yes.” 

Crabb: “But not so good for your 
competitors?” 

Martin: (smiling) “I prefer you 
should ask them. I am only familiar 
with my own finances.” 

Crabb: “Did you ever have a com- 
plaint from anyone as to the honesty 
of your selling methods until you heard 
from my dear friend, ha, the district 
attorney?” 

Martin: “Never, direct.” 

Crabb: “Thank you for being so very 
frank. That’s all. The district attor- 
nev may wish to talk to you.” 

The tone of Crabb’s voice implied 
that, while the district attorney could 
cross examine, he questioned whether 
he would do so. Flinn, however, quick- 
lv settled that matter by saying in dry, 
sarcastic tones, “The district attorney 
most certainly wishes to ask a few 
questions.” 

Flinn: “What did you mean by say- 
ing that you have had no direct com- 
plaints?” 

Martin: “What I say. No one has 
come direct to me to complain of the 
honesty of my sales.” 


Flinn: “What indirect complaints 
have you had?” 
Martin: (a bit confused) “None, as 


a matter of fact.” 

Flinn: “Did you ever receive a copy 
of the ‘C of C News,’ in which an ar- 
ticle was marked?” 


Martin: “Yes . . I remember it.” 


Flinn: “Ah! What was it about? 
a the jury. I’m sure it will interest 
them.” 


Martin: “Let me think. . . It was 
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a rather clumsy article complaining 
about the policy of some stores in the 
city of running too many special sales, 
It went on to state that such practice 
was economically criminal, and thet 
stores which run cut price sales :o 
often would be advised to check up with 
the district attorney as to where they 
stood. That’s about it so far as I can 
recollect.” 

Flinn: “Did you follow that advice 

. . that hint?” 

Martin: (sharply) “Certainly not, 
any more than I follow health hints 
given in the paper.” 

Flinn: “Have you ever sold goo; 
at less than cost, just to get the people 
in your stores so that you could then 
sell them other stuff?” 

Martin: “No, most decidedly no. Ur- 
less it was some end-of-season stoc 
which I had to move at any price, | 
have always sold at a profit.” 

Flinn: (hunting for some advertisc- 
ments of Martin’s) “Yet I have here 1 
copy of an advertisement run by yo. 
in which you speak of ‘less than cost.’ 
How do you reconcile that fact wit. 
your statement?” 

Martin: “May I see the copy y 
refer to?” 

Flinn passes it over, and Martin an | 
his lawyer scan it eagerly. Martin 
nods his head and looking up at Flinn 
replies, “I refer to certain special buy:. 
If those goods had been bought at reg- 
ular price, I should have had to 
much more than I did. But the fa 
that the makers sold to me at less tha 
their regular price gave me goods whic 
normally cost more, so that I really sol | 
for less than normal cost.” 


Flinn: (sharply) “Do you hint : 
normal cost here?” 
Martin: (again looking at the a 


vertisement) “Well, no. It was har 
ly necessary.” 

Flinn: (sneering) “Hardly nece:- 
sary! Hardly necessary to tell the 
truth about your cut price stuff? The 
kind of stuff you bought from Swar', 
and other makers; stuff you had ma 
up to imitate good quality items an‘! 
then advertised as regular goods : 
less than cost price?” 

Martin: (flushing angrily) “It wr 
at less than normal cost, but I mad 
a profit on it because I am a good buy« 
and pass the benefit on to my trade.’ 

Flinn: “As you make a profit on a 
this stuff, I put it to you that you g 
a mark-up sufficient to pay your e) 
penses?” 

Martin: “I don’t see what you a1 
driving at.” 

Flinn: “No? It’s too bad that suc 
a skillful merchant as you should su 
denly forget that cost of goods mear 
cost delivered to your customer, so tha 
your real cost is the invoice price t 
which is added the expenses of doin 
business. I know that is what yo 
think, for I have a transcript of a tal 
you once gave on that subject. O 
that reasoning do you still conten 
that you get a profit on all you sel 
except those dead items, of course? 

Martin: (after a painful pause) ‘ 
get a profit.” 

Flinn: “You advertise goods at le 
than cost, yet you make a real prof 
on them? That is, you get all you 
expenses in full out of these goods? 

Martin: “Well, not all perhaps.” 

Flinn: “You certainly seem in doul 
as to what you do. Now another que 
tion. You say that your sales are big 


| ger than they were when you starte 
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and 
the Open Mind 


“CHOW me a business that has ceased to think” 
says John Moody, famous economist and invest- 
ment advisor, “‘and I'll show you a firm that is on the 
down grade. Show me a concern where ideas are 
no longer welcome and I'll show you one that is 
getting ready to die of dry rot. Show me a company 
that has cut itself off from the stimulation of other 
men’s thought and other men’s knowledge and I 
will show you a firm whose days are numbered.” 
And on the other hand, wherever you find a 
healthy, progressive corporation you will find the 
open mind. You will sense an alertness to know and 
use the experience of others. Almost inevitably you 
will discover that executives regularly and systemat- 
ically read the business papers of their own and 
related fields. Indeed, it is a fact, striking in the 
frequency of its recurrence, that outstanding firms 
make a policy of requiring executives to follow busi- 
ness papers for new ideas, new facts, new develop- 
ments. From such a policy springs the perennial 
resourcefulness that brings success. 

The business press of today does more than any 
other single factor to keep business on its toes. 
Leading thought, improving methods, continually 
adding to the available store of exact working infor- 
mation, the business press performs a very real ser- 
vice to the Nation. 

To that service the business paper of today owes 
its influence with business men. To that influence 
it owes its position as a strong, independent organ- 
ization; commanding a sound, paid circulation; court- 
ing no favors; truckling to no influence; earning its 
advertising revenue because it is the kind of publica- 
tion in which advertising is both read and believed. 


The Business Paper... 
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John Moody is among the best known of 
economists and financial advisors. Asa writer 
on business subjects he is scarcely less well 
known than as President of Moody's In- 
vestors’ Service, investment counsel to many 
great financial interests. A keen analyst of 
businesses as investments, few men have bet- 
ter opportunity to evaluate progressive man- 
agement as a factor in success, or to observe 
the outstanding part played by technical, 
industrial and merchandising papers in the 
development of modern business. 


A o- 


THIS SYMBOL identifies an ABP paper .. . It 

stands for honest, known, paid circulation; 

straight-forward business methods, and edi- 

torial standards that insure reader interest... 

These are the factors that make a valuable 
advertising medium. 


This publication is a member of the Associated Business Papers, Inc... .a cooperative, 


non-profit organization of leading publications in the industrial, professional and merchandising 


fields, mutually pledged to uphold the highest editorial, journalistic and advertising standards. 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE +: NEW YORK CITY 
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WHERE TO BUY 


Barefoot Sandals 


88 8 OT 





GOLD SEAL BAREFOOT 
SANDALS 


On Approval 


To convince you of the 
superior quality of our 
sandals, we will ship 
sample assortments on 
ten days’ approval for 
your inspection of our 
best sellers in a variety 
of colors and heels. 












No. 201 
High Cuban 
Heel 
$18 per doz. 


Folder on 
$11.50 to vt. 00 request 
per doz. oods 
p< My on om 

of order: 


GOLD “SEAL, 722 Broadway, N. Y. C. 
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WHERE TO BUY 


Women’s Novelties 


7 Te oe 














All leather imported Csecho Sandals 
72 pair of a co at — pattern to each 


Senet cases of — , Sonia and Riga. 
London 


McKay, can be shipped for your in- 
— from New York. 
IRWIN W. DAVID, General Manag 
THE R. STERN CO., 303 Fourth Ave., New York 
Direet factory representatives 
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WHERE TO BUY 


Shoe Ornaments 
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SHOE 
ORNAMENTS 
OF EVERY 
DESCRIPTION 








REYNOLDS <@ 





7 Eddy Street 
Providence, Rhode Island 























in business, and you’re worth many 
times greater. Is that so?” 

Martin (half shouting) “Yes, of 
course. I said so before.” 

Flinn: “And having said so before 
makes it true, of course. Ah, well, 
we'll see. Do you swear that the vol- 
ume of your sales this past year is as 
large as it was for the year before 
you started this wicked practice of run- 
ning a series of cut price sales? Re- 
member you are on oath.” 

Martin (looking at Crabb anxiously) 
“Well, I can’t say exactly, about the 
same; not much in it.” 

Flinn: “So the policy of frequent 
bargain sales has not increased your 
business. Rather the reverse when you 
consider that the city has increased 
in size. Is that true?” 

Martin: “Of course, business has 
been quiet generally.” 

Flinn: “Then I ask you if it is not 
true that since you started being eco- 
nomically criminal in this matter of 
cut price sales, you have not made 
profit equal to what you did before?” 

Martin: “Of course not. I told you 
business has been bad, and I had to 
meet the conditions as best I could.” 

Flinn: “You have to borrow money 
from the bank, and you are also be- 
hind hand in your accounts?” 

Martin: “No more than others, I 


fancy. Anyhow my credit is good, or 
I could not get the bank accommoda- 
tion.” 

Flinn: “Is it true that your sales fall 
off beyond normal during the intervals 
between the many bargain sales you 
run?” 

Martin: “Well, I wouldn’t put it that 
way. I think business is better when I 
run a sale.” 

Flinn: “Do you contend that all other 
retailers in the city have had unprofit- 
able business for the past five years?” 


Martin: “I cannot say what others 
have done.” 
Flinn: “Am I to believe, then, that 


you have not secured credit reports on 
your competitors, nor even looked at 
their financial statements? I can men- 
tion four important ones which are in- 
corporated and whose statements are 
public.” 

Martin:. “Of course, I’ve glanced at 
them, perhaps, but I do not remember 
them now.” 

Flinn: “What would you say if I tell 
you that other merchants who have 
not broken the economic law, which you 
have by running so many bargain sales, 
have made a growing profit while you 
have gone behind?” 

Crabb: (speaking before Martin has 
an opportunity) “Objection. What 
other merchants do have no bearing on 
this case.” 

Judge Braddock: “I must allow the 
question. The prisoner stated that the 
reason he made no profit was trade con- 
ditions. It is permissible for the dis- 
trict attorney to show that it is not so, 
if he can.’ 

Flinn: “I will change my question. 
Just answer yes or no to this ques- 
tion. And don’t forget you are on oath. 
Do you know that certain other mer- 
chants have grown in size and in net 
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profits during the past four years? | 
refer to merchants in this city, of 
course.” 

Martin: “My memory is vague—” 

Flinn: (with sudden fury) “Don't 
equivocate, my man. Tell the truth 
er if you can. And do it without 
forcing me to improve your memory.” 

Crabb nods his head to Martin who 
then said shortly: “Of course some men 
have done better than I.” 

Flinn: (shortly) “It would have 
been better for you to have been honest 
about it, without being made to. You 
may go.” 

Crabb: “But before you go, Mr. Mar- 
tin. Tell us is it not a fact that oth 
merchants have done much worse than 
you during the past four years?” 

Martin: “That is true. I may sa 
that few have done as well as I have.’ 

Crabb: “To the best of your know!- 
edge, none of these less successful me 
have been brought to this court becau 
they have not made as much profit : 
others.” 

Martin: “I am sure they haven’t.” 

Crabb: “That will be all.” 

Flinn: (rising)“Your memory abou 
other retailers’ business in the city 
more accurate about those who do wors 
than you, than those who do better.” 

Martin: (turning angrily to Flinn 
“My memory isn’t perfect. That’s all.” 

Flinn: (looking Martin up and down 
“You can go. I guess you’ve sai:! 
enough.” 

Crabb called next the editor of 
popular journal of retailing, who te: 
tified that merchants in other parts « 
the country were doing the same : 
Martin, and that no action was being 
taken against them. On cross examin: 
tion Flinn brought out the admissic 
from the editor that, in his opinion, 
the policy of frequent bargain and sp« 
cial sales was harmful to business ger 
erally and not to the interests of th: 
housewife. 

The witness had hardly stepped off 
the witness stand when Crabb said 
shortly: “We rest.” 

Judge Braddock wrote busily for : 
minute or two, then looking at the tw: 
attorneys, he said, “The Court will nov 
adjourn until next Monday at ter 
o’clock. At that time the Court wi 
hear the pleas of both counsel.” 





Wise-Weiss Suit Settled 


MILWAUKEE, WIs. (UTPS)—The sui 
of Wise Shoes, Inc., 115 Wisconsin Av 
enue, against the Weiss Shoe Com 
pany, 427 Wisconsin Avenue, alleging 
that Meyer M. Weiss was making us: 
of his name so as to give the publi 
the erroneous impression that his stor: 
was part of the Wise group, was dis 
missed in Circuit Court on June 3rd 
when Mr. Weiss agreed to change th: 
triangle symbol used on the front oi! 
his store and also to lay less stress or 
the price of his shoes, which are about 
the same as in the competitive store. 

It was alleged in the suit that Weis 
capitalized on the reputation built uy 
by the Wise store by modeling a store 
after it and that buyers used to trad 
ing at the Wise establishment were de 
ceived into thinking the stores wer 
alike. Attorneys for Meyer Weiss con- 
tended that a man has the right to use 
his own name in a business and sinc¢ 
the Weiss company was not incorpor- 
ated the proprietor could not be de- 
prived of the use of the Weiss name. 
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| Shoe Design Protection ~ ~ - 


Trade Mark Usage 


- » » and 


Two Tests Having a Bearing on Trade Practice 


Vv WW 


Protecting a Design 


PERMANENT injunction has been secured by 
£\ H.B. Delman, president of Delman, Inc., restrain- 
ng another firm from selling its copyrighted models. 

his action sets a precedent as far as the shoe trade is 
concerned, in the protection of designs. On Feb. 25, 
!430, certain patents on several original Delman models 

ere officially registered and acknowledged by the 
(nited States Patent Office. As a test of ownership in 
the copyrighted designs, H. B. Delman stated his inten- 
tion to prosecute to the fullest extent of the law any 
anufacturer or retailer infringing on these patents as 
well as anyone instigating the sale of models so similar 
: to deceive the public. 

In connection with the suit for alleged infringement 
‘{ a design patent in the sale of shoes filed in June of 
ast year by Delman, Inc., manufacturers of shoes, 
against Saks & Company, it was stated recently that the 


parties to the action have reached an amicable agree- 
ment under which Saks & Company have agreed to 
stop the practice complained of in the suit. 
Bernson, general counsel to Delman, Inc., said that the 
case is still in abeyance but will be discontinued if, at the 
time it comes up for trial, plaintiff is satisfied that the 
agreement has been carried out. 


Trade Term Usage 


flier descriptive significance of a trade term is in- 
volved in a decision which has a most interesting 
hearing on general trade-mark usage and practice in 
the shoe industry. This decision has been recently made 
by the Examiner of Interferences for Trade-Marks in 
the United States Patent Office. 

The decision has to do with the cancellation proceed- 
ings seeking to have cancelled Registered Trade-Mark 
No. 246,755 which covers the using of the word “Compo” 
as a trade-mark for shoes, the record title to which now 
stands in the name of the Compo Shoe Machinery Cor- 
The Examiner of Interferences held that this 
trade-mark registration should be cancelled. While an 
appeal to the Commissioner of Patents has been filed 
in this proceeding, there is, nevertheless, much in the 
opinion handed down by the Examiner of Interferences 


James 


poration. 
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which is of interest in connection with the history and 
true meaning of the word “Compo” as applied to shoes, 
and the following is quoted from that opinion: 

“Preliminary to considering the nature of the word 
“Compo” it is deemed helpful to set forth the follow- 
ing facts which are believed not to be disputed. 

“Both parties are interested in the manufacture and 
sale of machinery and cements for the making of the 
same type of boot or shoe. 
the outsole is secured to the upper wholly by cement or 
an adhesive, and which thereby distinguishes it from the 


This type is one in which 


more common ways such as stitching, nailing or pegging. 
The record clearly shows that this type of shoe was 
formerly manufactured in New England extensively for 
a considerable period of time, being rather popular for 
ladies’ and children’s shoes. For various trade reasons 
this type of shoe went off the market. 

“About 1914, interest therein was again revived by a 
German concern by the name of Atlas Werke, who em- 
ployed certain celluloid or pyroxylin cements for secur- 
ing the outsole to the upper. In February, 1928, the 
registrant claims to have first used “Compo” on this 
type of shoe. 

“In various 
publications it 
has been used 


documents including patents and other 
clearly appears that the word “Compo” 
as a generic name for this type of shoe. 
A name of an article is necessarily directly descriptive 
of the characteristics possessed by the article. 

“The first of these documents consists of Patent No. 
194,866, dated Sept. 4, 1877 (see petitioner’s Exhibit 
No. 1). 


bear various dates between 1877 and the present time. 


The documents presented by the petitioner 


No useful purpose would be here subserved in analys- 
ing these documentary exhibits. On pages 5 to 22 of the 
brief filed by the petitioner this has already been done. 
Suffice it to say that the petitioner now uses the word 
“Compo” to obtain therefrom the same function of 
descriptiveness that is obtained from the use of this same 
word in these documentary exhibits. 

“During the absence of this type of shoe from the 
American market, ultimate purchasers naturally became 
unfamiliar with it and to them the word “Compo” 
would have no significance as a generic name for this 
In this respect their position is substan- 

[TURN TO PAGE 92, 


type of shoe. 
PLEASE } 













The Policeman 
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_ FINDURANCE 


i walk more and abuse their rub- 










ber heels more in one day than most of us 
do in a week. United “D” and Button Heels 


withstand this rigid test of durability. Manu- 





facturers have adopted these modern, smart 


looking heels as standard equipment, because 








their tight attachment and flat tread protect 
Py the style and service that have been built 


into the shoe. 
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United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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THIS MAY BE 
YOUR OPPORTUNITY « 











SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY | 











Want Young Men Under 30 


who are in a position to travel by 
car ten months of the year, to 
represent well known manufacturer 
of children’s Play, Sport and Dress 
shoes made by our patented proc- 
ess, in the following territories: 
Kansas, Nebraska, Minnesota, 
Ohio, Indiana, Kentucky and Ten- 
nessee. Commission and traveling 
expenses advanced. 


RAMSEY’S, INC., 347 Rider 
Ave., New York City 





Salesman Wanted—to carry a line 
of popular priced in-stock women's novel- 
ty footwear. Strictly commission basis. 
Available territories—Oklahoma, Texas, 
Indiana, Illinois, Ohio, Kentucky, Ten- 
nessee, Carolinas, Virginia, Washington, 
Oregon and New Orleans. 

National Specialty Shoe Co. 

1320 Washington Avenue, 

Saint Louis, Missouri 














LINE WANTED 





WANTED for N. Y. and vicinity, line of 

popular price men’s, women’s or children’s 
jus to sell to the jobbing trade; commission; 
best references. Address B-842, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





SALESMAN WANTED 


To sell popular line of boys’ qual- 
ity welt shoes. Several territories 
open. Would consider placing as 
side line also. Address B-854, care 
The Boot and Shoe Recorder, 209 
S. State Street, Chicago. 














SALESMEN wanted carry a onaiene line 
of spats and shoe o 

Manolis Manufacturing Co., 4248. No. Craw- 
ford Ave., Chicago, 





WANTED—E “xperienced salesmen to sell on 
commission Popular Priced line of chil- 
dren’s and misses’ goodyear welt shoes carried 
in stock. Apply THE CHESAPEAKE SHOE 
fa CO., 101 E. Balderston St., Baltimore, 
Nid. 





SALES MEN—Sell “Ye Qualitie’ Beautiful 
Baby Shoes. Attractive commissions. State 
territory and referetices. Sullivan Baby Shoe 
ae Co., 14 Edmonds Street, Roches- 
ter, 


SIDE LINE SALESMEN are wanted to sell 
D’Orsay and Grand Slam_ Slippers, on 
strictly commission basis. Territories available 
Central and Southern States. Give experience 
and reference in reply. SACHS & VIGORITH, 
INC., 1401 Central Parkway, Cincinnati, O. 








AN OPPORTUNITY TO INCREASE 
YOUR EARNING POWER— 
SALESMEN 
Calling on shoe trade to sell FIFTH AVENUE 
SPATS. The best popular priced line on the 

market. Box 174, Galion, O. 





ANTED for New York and vicinity a line 

of popular priced men’s and boys’ dress shoes 
by thoroughly capable, experienced representa- 
tive with car; well known, finest credentials, 
commission or salary. What have you? Ad- 
dress B-843, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 





WANTED for New York and vicinity, line 

of women’s novelty shoes to retail at $3, $4, 
$5 or $6, by thoroughly capable, experienced 
salesman, with car; well known, best reference, 
commission or salary. Address B-844, care Boot 
and Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ALESMAN with following in Southern 

States desires Manufacturer’s Line of Style 
McKays retailing at $5.00. Must be a good 
line. Can furnish references. Address B-856, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


Opportunity 
Shoe Men 


Prominent manufacturing making 
one of the best lines of women’s 
high-grade and orthopedic foot- 
wear, is prepared to offer this ex- 
clusive franchise to responsible 
person. COMPANY WILL AS- 
SIST YOUNG MAN OF GOOD 
CHARACTER. Must have some 
capital, good references and plenty 
of energy. Company will sign 
lease for exclusive store in follow- 
ing cities: Buffalo, Rochester, 
Syracuse, Utica, Albany, Provi- 
dence, Springfield Mass., Worces- 
ter and Boston. State in first letter 
experience, references, capital avail- 
able, address and telephone num- 
ber. Address Ben G. Garver, 
1207 Liberty Bank Building, 
Buffalo, N. Y. 
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FOR SALE 





OR SALE—A good family shoe store. 
Cambridge Street, Cambridge, Mass. 





OR SALE—Good going Family Shoe Store 
selling popular priced Footwear in N: 


Jersey manufacturing city of seventy thousa: 
Half hour from New York City on M 
Street, lowest rent, four years lease, store « 


do forty thousand annually. Can be bought 


with or without stock. No auctioneers. M 


sell immediately, owner has other interest 


Address B-857, care Boot & Shoe Record 
239 West 39th Street, New York, N. Y. 





FOR RENT 


LADIES Shoe Department in popular price 
Ladies apparel shop. Wonderful rr. 
Good West Texas town. Percentage or Fla 
Rental Basis. Address the FASHION SHOP. 
Plainview, Tex. 








XCEPTIONAL Opportunity. Centrally lo- 

cated store in Worcester, Mass. Newly 
remodeled throughout, attractive new front. 
Location caters to medium and working classes. 
Ideal for low-priced shoes. Low rent. For 
further particulars, write GRODBERG & 
HIRSCH, 423 Main Street, Worcester, Mass. 


LD established shoe store in Northern 
for sale. Only independent exclusive 
store in city of 6000. Fine location. Reas 
able rent. Good class of trade. Clean st 
Farming and railroad center. Address B-* 
care Boot & Shoe Da ae 239 West 

Street, New York, 





NE-HUNDRED per cent shoe store, locat 
between 24th and 42nd Street, neat 
Ave., N. Y. C.; nine year lease; selling nat 
ally * advertised line iadies’ and men’s sh 
$8.50 to $13.00; can reduce stock to suit; r 


$9,000 a year; store 20x100:; will consic 


partner; owner has other interests. Addr 


B846, care Boot & Shoe Recorder, 239 W 


39th Street, New York, N. Y 





num charge 75 cents. 


be counted. 





a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word.. Minimum charge $1.25. When 
In all other cases each word of the address should 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
#* Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™® 
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POSITION WANTED 





POSITION WANTED 





FOR SALE 











A capable 


He is 


an asset to any manufacturer. 


He has the ability to organize and 
paigns. 


His training in the shoe industry 


SHOE EXECUTIVE AVAILABLE 


man in the thirties with earnings averaging from $12,000 to $15,000 
annually is looking for a bigger future. 
ducated and his personality and ability are outstanding. 


His record in selling and sales management together with the 
has among the trade in the Chicago Area and on the 


He has supervised the merchandising of retail shoe stores. 
direct retail and wholesale 


includes every 
personal call can be arranged at your convenience. 


ADDRESS B-S58S, care Boot and Shoe Recorder, 
Illinois. 


following he 
Pacific Coast would be 
selling cam- 
business. A 


phase of the 


209 S. State St., Chicago, 


















F OR SALE—Shoe store located in Arlington, 


Mass. 
and children’s shoes. 
dress Harvey R. 
Worcester, Mass. 


Highest grades of men’s, women’s 
Excellent location. Ad- 
Rice, Adm., 8 Rupert St., 





WANTED TO PURCHASE 








HIGHEST CASH PRICES 
PAID 


for shoe stocks, slow sellers, ete. Short term 
leases taken a ‘7 ee confidential. 
st. 1890 


MAX GLAUBERG 
395 Broadway, New York City 
Canal 4836 











Experienced Salesman 


Proven record of performance in 
the face of obstacles. Has success- 
fully sold wholesale and retail trade 
from coast to coast for 15 years. 
Capable of developing style, and build- 
ing new business. Desires position 
only with successful manufacturer or 
wholesaler of standing. Immediate 
salary less important than prospect 
for the future. 

Address B-852, care Boot and Shoe 
Recorder, 239 W. 39th St., New 
York, N. ¥. 



















REPRESENTATIVE WANTED 














XPERIENCED Manager, Buyer, Salesman, 
Men’s, Women’s, Children’s shoes. Wants 
connection with live organization, department 
or store manager. 8 years’ experience, highest 
references. Prefer east of Mississippi. Now 
employed Department Manager. Age 24, good 


health, married. Address B-853, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





WANTED TO BUY 


Representative 


Wanted 


A first-class leading manufac- 
turer of boots and shoes in 
Czechoslovakia, one of the 
first to manufacture plaited 
shoes of superior quality only 
and exporting very large 
quantities to the States for 
many years, wants a reliable 
sole distributor or agent, well 
introduced to first-class buy- 
ers and able to guarantee 
large volume of business. 
Must have first-class refer- 
ences. Write ‘“Czechoslo- 
vakia 6588,” care Piras, Ltd., 
Bredovska 1, Prague 11. 











RETAIL shoe store wanted; must be paying 

proposition; N. Y., New Jersey, or Penn- 
sylvania. Address B-845, 
Recorder, 239 West 39th Street, 
a es 


care Boot & Shoe 
New York, 





WANTED TO LEASE 





OR LEASE—Location for Women’s Shoe 
Section in live store, carrying Ready-to- 
Wear and Dry Goods, in good location; de- 
sirable arrangements can be made. Address 


Box 292, Belleville, Ill. 








MERCHANTS’ NEEDS 














ESTABLISHIO 


LABELS 


SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 







ous 

Ye3- 21 LEXINGTON AVE, BRODKLYN. NY 
AMERICA’S CREATEST 

SHOE CARTON & LABEL MFCS 
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MERCHANTS’ NEEDS 








BLANCO 


KEEPS WHITE SHOES 
WHITE 


In tubes ready for use or in 
eake form 

LAING paaess & CHAMBERLIN 
N. 3rd St., Philadelphia 

SOLE AG ENTS Yor THE U NITED STATES 














If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 


KIRSCH-BLACHER CO., INC. 


624 Broadway New York 
Phone Spring 144° 














MERCHANTS’ NEEDS 








Window Decoration 
and maker of 
Artistic Price Tickets 
Latest in Imported and Domestic Roll 
Paper, etc., in Season. 
Samples mailed free on request. 
cCMIL RUBLACK 
140-142 West Broadway 
Established 1903 New York 








TILTS ATANY ANGLE 


$5.00 Per Gross 
$2.75 Half Gross 


Guaranteed to give 100% 
Satisfaction 


M. D. POLLINGER CO. 


416 Victoria Bldg. St. Louis, Mo. 


























Sverything for Your Windows 
Futuristic Displays and 


Backgrounds - 
Artificial Flowers, Vases, Windew Fixtures, 
Paintings, Settings, Scenes, Velour Papers, 
Paper Borders, Robbon Borders, Decorative 
Papers. Puffing, Foils, Flitters, Valences, Drap- 

Grass Mats. Send for Fancy 


ing Material, 
Paper Booklet. 
DAVE’S DISPLAY 
118 West Broadway, 


DEC ORATIONS 
New York 






















ronress AND ORNAMEN _ FOR 
OFT SOLE SLIPPER 

The right merchandise at the right price. 
Samples sent on reque 

HY-GRADE SLIPPER SUPPL Y co. 

693 Broadway New York City 
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Milbradt 








ly. 
They last a lifetime 
and 









Are made in any style 


kind of shelving. 


and let us 


Milbradt 
Manufacturing Co. 
Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 


























Rolling Step Ladders 


Enable you to reach your 
highest shelves convenient- 


shape or size to fit any 


Write for general catalog 
suggest the 
best ladder for your use. 




























. “WINDOW 
IDISPLAY FIXTURES 


4nade by 
I SEGALLE SONS) 
priLADELPHLA. PA. 


ARE BUSINESS GETTERS 








SHOE CARTON LABEL 


SPECIALISTS 


THE AMERICAN PRINTING s*° LABEL CO 


| 
\| 
! 314-316 E.12th St. CINCINNATI.OKIO 


Wile How fot Sampckes | 

















H. F. Van Wye in Charge of| 
Eby Shoe Co. 


PHILADELPHIA—Harry Eby, having a 
number of outside interests requiring 
his closer personal attention, has re- 
tired from the active management of 
the Eby Shoe Co., manufacturers of 
children’s shoes at Ephrata, Pa. Mr. 
Eby remains chairman of the board 
and has been succeeded in the active 
management of the company by H. F. 


Van Wye, vice-president, effective 
May 15. 
Mr. Van Wye stated a few days 


ago that they are operating fully and 
are very well pleased with the outlook 
for the coming season. 


Richmond Merchants Form 
Association 


RICHMOND, VA. (UTPS)—Organi- 
zation of the Richmond Shoe Retailers’ 
Association was perfected at a meet- 
ing June 6 at the Clover Inn. Cal J. 
Mensch, secretary and managing di- 
rector of the Middle Atlantic Shoe Re- 
tailers’ Association, with membership 
in Pennsylvania, New Jersey, Mary- 
land, Delaware, Virginia and the Dis- 
trict of Columbia, was one of the 
speakers at the meeting. He spoke 
about trade associations and develop- 
ment of the shoe business. 

H. L. Ford is resident representa- 
tive of the sectional association. The 
purpose of the local association is to 
improve conditions in the business, to 
correct abuses, to promote friendly re- 
lations between members and to pro- 


Mark 


tially the same as that of a purchaser 
of one country concerning an article in- 
troduced from a foreign country. A 
trader for example who first introduces 
an article into this country has no legal 
right to adopt a symbol merely because 
purchasers of the article may be 
ignorant of its descriptive significance. 
Were it otherwise such trader could 
monopolize in this country, in the guise 
of a trade-mark, the symbol used in 
the foreign country as the name of the 


article. Such a monopoly obviously 
would hinder rather than promote 
trade. 


“Corbin et al v. Gould et al 133 U. S. 
308; and Dadirrian v. Yacubian, 90 
Fed. 812. 

“Trade in an article involves not 
| merely distribution but also production 
| thereof. Factors in this production in- 
| clude persons interested in the com- 
mercial production of the article such 
as inventors, manufacturers of im- 
provements in the article, or elements 
thereof, and publishers of newspapers 
and journals that cater to the trade. 

“The former legal right of any such 
person to use the word “Compo” as a 
generic name for this article cannot 
now be questioned, and it is not under- 
stood that the respondent questions 
that such persons once had a legal 
right to use the word “Compo.” What 
the respondent does here question is 
the existence in this class of persons 
of this legal right to use this word 
in 1928, the date that the respondent 
commenced to use this same word. If 
this legal right became lost or forfeited 
it obviously could not well be as a 
result of any act of the respondent. 
The question then arises, How else could 
it be lost or forfeited? Counsel for the 
respondent answers in effect, by as- 
serting the loss of its meaning as a 
trade name. The term used by the 
respondent to convey this idea of loss 
is the word ‘obsolete.’ 

“In language, words may lose their 
meaning from mere lack of use. To 
enable a word used as a generic name 
to lose its trade significance would re- 
quire, it is believed, a much greater 
period of time than is here involved. 

“Can anyone seriously doubt that in 
an application for a patent filed in 
1927, for an improvement in this type 
of shoe, the use of the word ‘Compo’ to 
designate such shoe would have been 
proper? It appears that in 1914 the 
petitioner in the transaction of its 
business was using the word ‘Compo’ 
for this same purpose in its corre- 
spondence (see petitioner’s exhibits 24, 
25 and 26); it also appears that other 
persons in the trade interested in this 
tvpe of shoe were using the word 
‘Compo’ for the same purpose. This 
includes American Shoemaking, a 
magazine of general interest to the 
shoe trade (see petitioner’s exhibit No. 
9), dated May 2, 1923; it also includes 
The Salem Evening News, of Salem, 
Mass., under date of June 1, 1923, (see 
petitioner’s exhibit No. 19). 
aminer is clearly of the oninion that 
the evidence shows that in 1923, and 














vide information. 


prior thereto, the word ‘Compo’ had not 
lost its trade meaning as a generic 
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Shoe Design Protection and Trade 


The ex- | 


Usage 


[CONTINUED FROM PAGE 87] 


name for a shoe. ‘The petitioner as 
well as others in the trade, it is be- 
lieved, therefore had a clear legal right 
to use the word ‘Compo’ for this pur- 
pose and this legal right necessarily 
negatives the right of the respondent 
to adopt this word as a means of in- 
dicating the origin of its goods.” 


Shoe and Leather Men 
Hold Golf Tournament 


Boston, MAss.—More than 100 gol’- 
ers competed in the annual spring tou-- 
nament of the New England Shoe a1. 
Leather Golf Association, held at tie 
Woodland Golf Club in Auburnda 
Mass., June 5. Ben G. Rae shot a 
to win the low gross honors, and t 
prize for the best net went to Fra « 
Rapp with a card of 71. The playe ; 
were divided into three groups, bas: 
on their State or club handicaps. Gro 
No. 1 consisted of those with a hani- 
cap of one to ten; Group No. 2 
cluded players with handicaps betwe 
11 and 20; and to Group No. 3 we 
assigned all with handicaps between 
and 30. 

Golfers who participated and th 
cards were as follows: 

Class A, handicap 1 to 10—Ben | 
Rae, 76—67; Frank A. Rapp, 77—7:; 
Karl Mosser; 78—72; F. P. Libert, 
82—72; C. F. Shaw, 79—74; Martin 
Tevlin, 82—74; S. F. Corcoran, 84—7:'; 
L. P. Gutterson, 883—75; F. M. Bohn, 
83—75; Dana Goodwin, 86—76; F. 
Barrett, 84—77; F. C. Donovan, 87 
77; S. M. Paterson, 86—78; J. J. Dal», 
85—79; A. D. Knight, 85—80, and D:- 
vid Ackerman, 90—81. 

Class B, handicap 11 to 20—S. ‘. 
Follansbee, 85—66; T. W. Ashle:, 
84—68; John Dooley, 86—69; J. . 
Flaherty, 90—72; Joseph Corcora) 
92—72; H. P. Rolfe, 88—72; H. | 
Gutterson, 89—73; J. T. Gormle:, 
92—73; George Farber, 85—73; J. | 
Adams, 91—73; E. A. Burrill, 88—7:'; 
W. P. Arnold, 983—73; Harry L. Tr: 
cey, 94—74; Dan Gutman, 94—7: 
Charles Furber, 87—76: Elden F. A: 
thur, 92—77; G. Fallon, 94—77 
W. H. Larkin, 91—77; Tom Farre] 
89—78; W. L. Longdon, 98—78; Hug 
Spellman, 99—79; William Feene, 
100—80; Frank Limp, 104—84; Be: 
Dunbar, 104—84. 

Class C, handicap 21 to 30—Clit 
Mailer, 83—61; Bert Lowe, 95—65 
Frank McCarthy, 92—68; Arthur ( 
Davenport, 92—68; F. W. Halk 
|97—69; R. A. Hatch, 91—69; Willia: 
iJ. Rose, 94—70; J. S. Kerrigar 
95—71; Oscar Horton, 95—71; H. I 
Loring, 101—71; C. L. Alger, 93—72 
N. P. Liberty, 94—72; W. J. Fallor 
96—73; Harold Hegner, 99—74; W. ID 
Henderson, 104—74; F. J. Heay 
| 105—75; L. E. Gleason, 105—75; N. F 
| Beattie, 99—76; L. N. Hatch, 104—76 
|'F, O. Thissell, 101—77; George FE 
O’Brien, 103—77; O. B. _ Benso1 
105—77; F. E. Moran, 102—78; J. A 
Stern, 108—78; W. . Denhan 
108—78; J. E. Vitkin, 109—79; R. A 
Nelson, 109—80; Phil Melhad 
104—74; E. K. Peterson, 116—86; ( 
I. Ingalls, 114—86. 
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Barometer 


Latest Reports of New Stores, 
Failures, Embarrassments and 


Bankruptcy Proceedings 








Business Changes 


ARIZONA—Phoenix—Hub Clo. Co.; 
shoes, ete.; reported will discontinue. 

[LLINOIS—Chicago—Louis Kamin (649 Max- 
wel! St.) ; shoe jobber; reported discontinued. 

Minonk—Meierhofer Bros.; boots, shoes, etc. ; 
reported selling or sold out. 

INDIANA—Lafayette—Prass Shoe Co., Inc. 
(322 Main St.); reported succeeded by D. Cohn 

& Sons of South Bend, Ind. 

New Castle—Arch Preserver Shoe Shop, Inc. ; 
boots and shoes; name changed to Clift’s Boot 
Shep, Ine. 

1OWA — Ottumwa — Charles Redman; boots, 
shoes, ete.; reported selling or sold out. 

MASSACHUSETTS—Boston—Edward I. Kur- 
land (Jordon’s Shoe Store) (20-21 Central Sq.) ; 
boots and shoes; recently commenced business. 

Lynn—Apollo Shoe Co.; manufacturers; re- 
cently incorporated. 

i. Peralta; boots and shoes; recently com- 
menced business. 


MICHIGAN—Detroit—J. A. Powierski (5561 


boots, 


Chene St.); boots and shoes; reported selling or 
sold out. 

MISSOURI—St. Louis—Em-May, Inc. (1602 
Locust St.); boets and shoes; name changed to 
Sallys Shoe Stores, Inc. 

MONTANA — Havre — Wm. R. Hutchison 
(“Hutchison’s Shoe Store’’) (427 Second Ave.) ; 
boots and shoes; reported commenced business. 

NEW YORK—Brooklyn—Pauline Rubin (Mrs.) 
(921 De Kalb Ave.); boots and shoes; reported 
selling or sold out. 

New York City—Siegel Shoe Shops, Inc.; 
boots and shoes; incorporated. 

Stanley Weiss (206 W. 231st St.); boots and 
shoes; reported selling or sold out. 

Max Wertheim, Inc.; boots and shoes; inc. 
authorized capital $7,500. 

PENNSYLVANIA—Philadelphia—Marie Dev- 
lin (2833 N. Front St.); boots and shoes; re- 
ported sold or closed out business. 

VERMONT—Rutland—Jolles Shoe Co.; boots 
and shoes; inc. authorized capital $5,000. 

Springfield—Helen Billings; boots and shoes; 
recently commenced business. 





Failures, Embarrassments, Etc. 


CALIFORNIA—Los Angeles—Henry Amass 
(‘M & A Shoe Store’’); boots and shoes; re- 
ported petition in bankruptcy. 

Oakland—Samson Shoe Co.; boots and shoes; 
reported assigned. 

CONNECTICUT — Torrington — Roxy Shoe 
Store, Ine.; boots and shoes; reported petition 


in bankruptcy. 

GEORGIA — Brunswick — Wood Newton Clo. 
Co.; boots, shoes, ete.; reported petition in 
bankruptcy. 


Cochran—L. S. Harrell; boots, shoes, etc.; 
reported petition in bankruptcy. 
Douglas—Union Dry Goods Co.: boots, shoes, 


etc.; reported receiver appointed. 
{LLINOIS—Chicago—Samuel Wohl (446 E. 

79:h St.); boots, shoes, etc.; reported assigned. 
iNDIANA — Indiana Harbor—JIsaac Asrow 


(Fmpire Variety and Dept. Store) (3609 Main 
St.); boots, shoes, etc.; reported petition in 
bankruptcy. 

Seuth Bend—Harry L. Gibbons (Gibbons Shoe 
Co.) (912 S. Michigan Ave.); boots and shoes; 
reported petition in bankruptcy. 

{OWA—Fairfield (also Waterloo, Iowa)—Carl 
F. Meyer (Meyer Shoe Co.); boots and shoes; 
reported petition in bankruptcy. 

MASSACHUSETTS—Gardner—J. Gorin: boots 
and shoes; reported assigned. 


Malden—La Salle Shoe Corporation; manu- 
facturers; reported petition in bankruptcy. 

MICHIGAN—Detroit—Saks Bros. (10650 W. 
Warren Ave.) ; boots, shoes, etc.; reported offer- 
ing to compromise at 25 per cent. 

NEW YORK—New York City—Brewster Shoe 
Corp.; boots and shoes; reported offering to 
compromise at 25 per cent. 

Joseph Dambrot (3850 Third Ave.); boots 
and shoes; reported called meeting of creditors 
for June 2 

Dorris & Levy: wholesale shoes; reported peti- 
tion in bankruptcy; reported receiver appointed. 

Syracuse—Jacob Echwarz; boots, shoes, etc. ; 
reported petition in bankruptcy. 

OH1IO—Cleveland—Hurdley’s, Inc. (318 Euclid 
Ave.); boots, shoes, etc.; reported petition in 
bankruptcy. 

Glouster—Harry A. Bernstein; boots, shoes, 
etc.; reported receiver appointed. 

Youngstown—Morris Averbach; boots, shoes, 
etc.; reported petition in bankruptcy. 

TEXAS — Breckenridge — D. L. Tobolowsky: 
boots, shoes, etc.; reported called meeting of 
creditors for June 3. 

Greenville—Mrs. Sarah Day (“Palais Royal’’) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

VIRGINIA—Norfolk—H. P. Randolph (“‘Sam- 
ple Shoe Store’); boots and shoes; reported 
petition in bankruptcy. 





New Shoe Dealers 


Nadill, Okla.—Townsend Dry Goods Co. 

Jefferson, Wis.—Stanley’s Shoe Store. 

Walnut Ridge, Ark.—Bridge’s Cash Store. 

Ada, Okla.—Schwitzer & Davis, 102 W. Main 
St. (2nd shop). 


Philadelphia, Pa.—Ridgeway Economy Store, 
2214 Ridge Ave. 

Star City, Ark.—T. W. Curzadd. 

Laurel, Mont.—Vaughn & Ragsdale, Lenox 
Hotel Bldg. 


Englewood, N. J.—Bergen Cut Rate Store, 39 
W. Palisade Ave. 

Victor, W. Va.—S. T. Coleman. 

Blanchardville, Wis.—Ed Thompson, Jr., First 
Nat, Bank Bldg. 

Sharon, Pa.—Davis Shoe Co., 110 E. State St. 

Mount Vernon, III.—Lustig’s, 517 S. 7th St. 

Maud, Okla.—E. B. Hunt & Son, 124 Main St. 

Olgan, Minn.—A. C. Sanders. 

Lotus, Ill.—Richard Jones. 

Tarentum, Pa.—Samuel Goodman, 123 Fifth 
Ave. 

Forest, Ohio—Murray Pfeiffer, Hafer Bldg. 

Bloomington, Wis.—G. J. Lucey. 

Monongahela, Pa.—Frank Pauler, 414 Main 
St. (2nd store). 

Lansing, Mich.—F. N. Arbaugh Co. (new 
dept.). 

New York, N. Y.—Siegel Shoe Shops, Inc. 

Leeper, Mich.—E. E. Palmer. 

New York, N. Y.—A. S. Beck Shoe Co., 1011 
Southern Blvd., Bronx. 

Schenectady, N. Y. 
State St. 

Boston, Mass. 
£t. (mfr.). 

Marshalltown, Iowa—B. & H. Shoe Adjuster 
Corp. 

Oklahoma City, Okla.—Fashion Shoe Co. 

Marion, N. C.—Eureka Trading Co. 

St. Louis, Mo.—Macey Apparel Co., 4th St. & 
Washington Ave. 

New York, N. Y.—Florsheim Shoe Co., Madi- 
son Ave. & 59th St. (soon). 

Peoria, Ill.-Pandora Dress 
Adams St. 

Salt Lake City, Utah—W. T. Grant Co., 241 
S. Main St. 

New York, N. Y.—Max Wertheim, Inc. 

Boston, Mass.—Traveler Shoe Co., 
Washington St. 

Brookings, S. D.—Montgomery Ward & Co. 

Fort Dedge, Iowa—Montgomery Ward & Co., 
8th & Central Ave. 

Pottsville, Pa.—Sears, Roebuck & Co., 113-17 
Central St. 

Ottumwa, Iowa——National Bellas Hess. 

Refugio, Tex.—N. Trodlier (soon). 

New York, N. Y.—-Weber Stores, Inc. 

Sandusky, Ohio—Kaybee Store, 29 Columbus 
Ave. 

St. Louis, Mo.—J. J. 
Manchester St. 

Woburn, Mass.—J. J. 
Main St. 

South Boston, Va.—J. J. Newberry Co. 

Klamath Falls, Ore.—Bratton’s, Inc. 

Carlton, Wash.--John Mackey. 

Topeka, Kan.—-A. R. Springer. 

Clay Center, Kan.—B. K. Golden Rule Co. 

Grand Rapids, Mich.—Yeiter Shoes, Inc., 121 
Madison Ave. 

Battle Creek, Mich.—M. J. Howard “Slipper 
Bootery.”’ 

Ariel, Wash.--H. D. Anderson. 

Chelan, Wash.—Chelan Farmers Exchange. 

East Stanwood, Wash.—The Mercantile Co. 

Prineville, Ore.—J. E. Stewart & Co. 

Creswell, Ore.—-Elmer Yoeman. 

Spokane, Wash.—Kemp & Hebert, 520 River- 
side Ave. 

Seattle, Wash.—-Sam Alkana, 1631 Westlake 
Ave. 

Vaughn, Wash.—C. D. Hipp. 

Morton, Wash.—-A. Komack. 

Rathdrum, Idaho—Wm. White. 

Long Beach, Wash.—McFarland & Griner. 

Satus, Wash.—Satus Trading Co. 


Hanover Shoe Co., 462 


Belmont Shoe Co., 535 Albany 


Shop, 228 S&S. 


413-19 


Newberry Co., 7352-56 


Newberry Co., 425 





Wausau Shoe and Leather 
Council Formed 


WAUSAU, WIs.—Sixteen of the lead- 
ing retail shoe dealers and shoe manu- 
facturers of the city have organized 
the Wausau Shoe & Leather Council 
of the Chamber of Commerce, and have 
elected the following officers: W. C. 
Schlaefer, chairman; Benjamin Friedl, 
vice-chairman; Charles Mayer, treas- 
urer and Walter Roehl of the Chamber 
of Commerce staff, secretary. 
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Fifteen officers and directors of the 
Wisconsin Shoe Retailers’ Association 
met at Appleton May 11, to make ar- 
rangements for the annual convention 
of the association which will be held 
at Wausau July 28, 29 and 30. 

William C. Schlaefer was named 
chairman of the program committee at 
that time, assisted by R. E. Sager, 
Green Bay and J. B. Langenberg, Ap- 
pleton. It was stated that there will 
be no displays or exhibits at the con- 
vention this year, but salesmen will be 
welcome at the meetings. 
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New Store in Phoenix 


PHOENIX, ARIZ. (UTPS) — Formal 
opening of Karl’s Shoe Co., 17 West 
Washington Street, will take place on 
Saturday, May 24. 

The local store will be the 47th of the 
company, which operates in all sections 
of California. It is understood that the 
Phoenix shop is the first to be opened 
in any other State. It will be under 
management of Lewis Nidorf, formerly 
of Ventura, Cal. P. Karl is president 
of the chain corporation. 






Boot and Shoe 


Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 


A Buying Guide to 


O 





BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill 
Ault-Williamson Shoe Co., Auburn, Me... 


Fass, G. H., & Co., Wilton, Me 

Biarritz Sandals, New York City 
Bleecker Shoe Co., New York City 

Blog Shoe Findings Co., New York City 


Brooks Shoe Mfg. Co., Phila., Pa 
Brown Shoe Co., St. Louis, Mo. 
Burkley Shoe Co., Brockton, Mass 


Capezio, New York City 
Chase, W. S., & Sons, Haverhill, Mass... 


Clapp, Edwin, & Sons, Inc. E. Wey- 
mouth, Mass. 


Colt Cromwell Co., New York City 
Crescent Shoe Co., New York City 
Cressett Shoe Co., Boston, Mass.......... 





Dorothy Dodd Shoe Co., Boston, Mass.... 
Duane Shoe Co., New York City 
Dunn & McCarthy Co., Auburn, N. 


Ebberts, John, Shoe Co., Buffalo, N. Y.. 
Edwards, J., & Co., Phila., Pa 

Elam, F. §., Shoe Co., Rochester, N. Y.... 
Emerson Shoe Mfg. Co., Rockland, Mass... 
Enna Jettick Shoe Co., Auburn, N. Y..... 
Entente Imports Corp., New York City.. 
Evans’, L. B., Son Co., Wakefield, Mass... 


Fried, Lazarus, & Son, New York City.. 
Friedman, B., Shoe Co., New York City.. 


Gibbon, C. 


Golo Slipper Co., 





IN THI 


BANKERS NOW INTERESTED IN SMALL 
BUSINESS 


WHAT’S THE BIG FALL SHOE IDEA 


FOR MEN? 


KNOW WHat SHOES You NEED BE- 
FORE You Bty 


JUST FOR THE LITTLE FOLKS 


THE VOICE OF THE RECORDER 
THOSE CLEARANCE SALE BLUES 
THE BUSINESS CRIME COURT 


THE QUEST FOR HEALTH 


THE TRAVELING SHOE SALESMAN... 
NEWS 0’ SHOES 
BUSINESS BAROMETER 


S ISSUE 


By Arthur D. Anderson, Editor. 33 
New Theme for Autumn Needed 34 


How a Colorado Store Gets 


60-Day Turnover . 


Making a Juvenile Shop Pay 


Profits 
Opinions by the Editor 
By Murray C. French 
By Harold Whitehead 


Opportunities for Gym, Camp 
and Sport Shoe Business...... 


A Page of Ideas . 
Gathered from Far and Near... 48 


Merchandising Suggestions for 
the Month ee 49 


What’s Doing Everywhere 
New 


Changes, Embarrasments, 


Stores . 





——— 


Yhio 
Goodwill Shoes, Holliston, Mass........... 80 . 
Greeley, A. W., Co., Haverhill, Mass..... 73 Seton 
Hamilton Brown Shoe Co., St. Louis, Mo. ]} ae 
Helmholz Shoe Mfg. Co., Milwaukee, 
Wis. 1 
Horwitz, Vincent, Co., New York City.... 7 


Ideal Baby Shee Co., Danvers, Mass...... 


Jefferson Import Co., Inc., New Yor! 
City 
Johnston & Murphy, Newark, N. J 


Julian & Kokenge Co., Cincinnati, Ohio. 
Kendall Shoe Co., Haverhill, Mass....... 


Lape & Adler Co., Columbus, Ohio 
Front (; 


Levey Bros., New York City 
Lion Shoe Co., New York City 


Maize Shoe Co., Rochester, N. Y 
Mallott, H. F., Shoe Co., Chicago, Ill... 
Marathon Shoe Co., Wausau, Wis........ 
Menihan Co., The, Rochester, N. Y 
Musebeck Shoe Co., Danville, IIl 


Nettleton, A. E., Syracuse, N. 
Norridgewock Shoe Co., Norridgewock, M« 


Old Colony Shoe Co., Brockton, Mass... 


Packard, M. A., Co., Brockton, Mass... . 

Paristyle Footwear Mfg. Co., Inc., 
York City 

Pedigo-Weber Shoe Co., St. Louis, 

Powell & Campbell, New York City... 


Reynolds, Bion F., Brockton, Mass.. 
Richards & Brennan Co., Randolph, Mas 


Saks, M. J., Shoe Corp., New York City 
Schwartz & Herder, Inc., Phila., Pa... 
Shaft-Pierce Shoe Co., Faribault, Minn 
Shaw, M. T., Coldwater, Mich 

Smith, Wm. Sumner, Chicago, 
Stacy-Adams Co., Brockton, Mass..... 
Star Footwear Mfg. Co., Phila., Pa. 
Stern, R., Co., New York City 
Swan Shoe Co., Baltimore, Md 


Thalheim’s Wearwell Shoe Co., New Yor! 
City 

Weinbrenner, Alfred H., Co., Milwauke« 
Wis. 

Weiss, J., Shoe Co., New York City.. 


LEATHER AND OTHER MATERIALS> 


Allied Kid Co., Boston, Mass...... i 

Amalgamated Leather Co., Inc., Phila., 
Pa. 

Armstrong Cork Co., Lancaster, Pa.. 

Barrett & Company, Newark, N. J..3rd C: 

Brown Company, Portland, Me 


Creese & Cook Co., Boston, Mass..... 


Dimond Kid Co., Boston, Mass....2nd Cove 


Essex Rubber Co., Trenton, N. J 
Evans, John R., & Co., Camden, N. J..2¢ 
E., & Sons, Pa 


Hubschman, Phila., 


— 


Are 


with 
thro 


Kepner, C. D., Leather Co., Boston, Mass. 


Levor, G., & Co., New York City 
Lima Cord Sole & Heel Co., Lima, Ohi 


New Castle Leather Co., New York City 
Northwestern Leather Co., Trust, Boston, 
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Our Advertisers In This Issue 





Manolis Mfg. Co., Chicago, Il 


: Mill . A. “ 
Seton Leather Co., Newark, N. J ogg 0. a Treeing Machine Co., Brock 


Ohio Leather Co., Girard, Ohio..... e000 


Zapon Company, Stamford, Conn Rauh, S., & Co., New York City 


Scholl Mfg. Co., Chicago, Ill 
Williams Mfg. Co., Portsmouth, Ohio... 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


SHOE STORE EQUIPMENT 
Beckwith Co., Boston, Mass 
Laing, Harrar & Chamberlin, Phila., Pa.. 91 American Seating Co., Chicago, Ill 


Mears, Fred W., Heel Co 
Meyer, Frank C., Co., Inc., Brooklyn, N. Y. 91 


Pollinger, M. D., Co., St. Louis, Mo 


Dave’s Display Decorations, New York 


Flexlume Corp., Buffalo, N. 


Renton Heel Co., Lynn, Mass Goodwin, C. L., & Co., Inc., Worcester, 





United Fast Color Eyelet Co., Boston, 
Mass. 

United Shoe Machinery Corp., Boston, 
Mass. 28-29-79-88-89 


Milbradt Mfg. Co., St. Louis, Mo 
Rublack, Emil, New York City........... 


Segall & Co., Phila., Pa 
Shoe Form Co., Auburn, 


SHOE ORNAMENTS 
MISCELLANEOUS 
Hy-Grade Slipper Supply Co., New York 
y American Printing & Label Co., Cincin- 
nati, 
Associated Business Papers, Inc., New 
York City 
Boston Shoe & Leather Fair 


Glauberg, Max, New York City 
SHOE ACCESSORIES 
Hotel Lincoln, New York City 


Imperial Spat Mfg. Co., Denver, Colo... 82 Illinois College of Chiropody, Chicago, III. 


Lyons & Co., New York City Kirsch-Blacher Co., New York City 





GETTING MORE 
SHOES SOLD RIGHT 


BooOT AND SHOE RECORDER PUBLISHING Co. 
239 WEST 39TH STREET, NEW YORK 
EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT 
Vice-President and Treasurer 
Vice-Presidents 
H.WALTERSCOTT B.C. BOWEN HARRYA.CHASE CHARLES H. FURBER 





Secretary 
ARTHUR D. ANDERSON 
Directors of the corporation, in addition to 
the above-named officers: 


HuGuH M. BowENnN 
L. F. Dutron 


Division of United Business Publishers, Ine. 


A. C. PEARSON 
Owen A. THOMAS 


P. M. FAHRENDORF 
R. L. SEWARD 








Branch Offices: 


St. Louis Boston 
1627 Locust St. 140 Federal St. 

PHILADELPHIA 
1201 Chestnut St. 


CHICAGO 
Republic Blidg., State and Adams Sts. 


CINCINNATI ROCHESTER 
601 First Nat. Bank Bldg. 115 Ellwanger and Barry Bldg. 


SUBSCRIPTION RATES 
The subscription = of the Boor anp SHor Recorpsr is $3.00 for one year, which includes 
ostage in the United States, its possessions and Canada. 
FOREIGN SUBSCRIPTION—The price to all foreign area except the above is $10.00 per 
year including postag 
All subscriptions are sane in advance. .- copies 25 cents. 








A request for change of address must reach us at least thirty days before the date of issue 

with which it ts to take effect. Duplicate copies cannot be sent to replace those undelivered 

through —_ to send advance notice. With your new address be sure alao to send us 
he old one, inclosing if possible your address label from a recent copy. 





Entered as second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of 
March 8, 1879 


Member, Audit Bureau of Circulations; Member, Associated Business Papers, Inc. 
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ext @Meek 


you will find 


in the 


Boot and Shoe 


‘Recorder 


O buy and sell with speed and cer- 

tainty is the keynote of a special 
In Stock Section scheduled for our 
June 21st issue. The right shoe, in the 
right color, at the right price is needed 
in every store if a profit is to be made 
in June and July. It is well enough to 
talk 360,000,000 pairs of shoes an- 
nually but in June let’s talk pair by 
pair, moving from in stock to store, to 
customer, with speed and certainty. 
Features in this issue include: 

“Every Store Needs New Shoes.” 

“Every Monday Morning Filling In 
Stock Shoes and How’’—a stock control 
system that is paying real dividends. 

“In-Stock Color Guide for June and 
July”’—for men and for women, tells 
what to buy and what to sell from in 
stock. 

“Express Car Service’—a plan of 
keeping reserve stock of men’s shoes 
always en route—for speed. One mer- 
chant increases his pairage by keeping 
the reserve stock in transit in express 
cars. Charlie Brady of Atlanta tells 
us: “Hard times are not coming; but 
soft times are going.” 

“The Shoe of the Month Club”’— 
every day in every way the spec ial shoe 
sells better and better. Here’s a hook- 
up that permits operation in logical 
and scientific sequence month by month 
so that buying and selling regularity is 
encouraged. 





Vulco-Untt Box Toes 


Leading shoe manufacturers, the country) 

over, have made this decision... 

To faithfully reproduce and retain that 

style so essential at the TOE of the shoc 
. the selection of Vulco-Unit Box Toes 

is always the right move. 

In the Vulco-Unit family you will find a 


Box Toe specifically designed for various 
types of footwear. 





Beckwith Manufacturing Co. + Statler Building + Boston, Mas:. 
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